
Prior to this week, the top tier of the Billboard Hot 
100 in 2022 had been dominated by holdover songs 
from past years: 2021’s “We Don’t Talk About Bruno,” 
2020’s “Heat Waves” and “Stay.” But that all changed 
this week, as Harry Styles’ latest single, “As It 
Was,” flew in with a No. 1 debut on the Hot 100, 
his second Hot 100 No. 1 (after 2019’s “Watermelon 
Sugar”), setting the table for the upcoming release of 
his third solo album, Harry’s House.

But “As It Was” wasn’t just the first big mega-hit of 
2022 — it was also a streaming juggernaut, coming in 
with 43.8 million streams in its first week, the biggest 
streaming week of 2022 so far, and becoming not just 
Styles’ first No. 1 on Billboard’s Streaming Songs chart, 
but his first-ever top 10 on the list. And it helps earn Co-
lumbia Records’ senior vp/co-head of digital marketing 
and content development Manos Xanthogeorgis the 
title of Billboard’s Executive of the Week.

Here, Xanthogeorgis speaks about the big stream-
ing splash that Styles made upon his return, the song’s 
worldwide appeal — having also come in at No. 1 on 
both of Billboard’s global charts this week — and 
how digital marketing strategies shift with each pass-

ing year. “Digital marketing today is a blend of art and 
science,” he says. “[It] requires you to be bold, brave, 
ready to take risks and most definitely ready to fail.”

Harry Styles’ “As It Was” debuted at No. 1 on the 
Hot 100 this week with the largest streaming week 
of the year. What key decisions did you make to 
help make that happen?

Probably that we didn’t think about any of this until 
the song and video was already out. Our undeniable 
number one priority has been to build a campaign — 
or, better said, an experience — that is up to his artistic 
and creative standards. We stress about creating great 
art around the album, not achieving big numbers. 
When the art is great and the approach is creative, fun 
and inviting, the numbers will come.

It is a celebration of artfulness, self reflection and 
inclusion. Different elements that are added every day 
mean different things to different people. Everyone is 
invited. Everyone is welcome. Everyone is home.

We are more proud of the cultural impact it has 
achieved so far, and will hopefully continue to 
achieve, vs. the numbers, charts and awards. Most 
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people will most definitely forget about the 
numbers but they will hopefully remem-
ber how this campaign, and ultimately the 
album, made them feel.

It was also not only his first No. 1 on 
the Streaming Songs chart, but his first 
top 10 on that chart. How did you set this 
up to ensure that this song would do well 
there?

Fine Line walked so Harry’s House could 
run. All the work that he and the team has 
done with the previous album is translat-
ing now. It’s very rare to see an artist with 
already 12 years of a career at this level to 
continuously gain new fans and speak to the 
youth.

Our favorite comments online are of 
people who are expressing how Harry’s 
House is the first campaign they get to 
experience from the beginning, which 
means they discovered him and his mu-
sic through Fine Line. This generation of 
digital and streaming natives is key to all the 
streaming numbers you see. But besides de-
mographics and strategies, the song — and, 
yes, the entire album — is that good. It will 
be on repeat.

The song was not just big in the U.S., 
but around the world, debuting at No. 1 
on both of Billboard’s global charts this 
week as well. Why did it make such a 
mark globally?

He is a truly global artist and the campaign 
so far has reached far beyond the core fans.

Shutterstock has reported that since the 
campaign launched “Doors” and “Houses” 
have seen their clickability surge 145% and 
42% respectively. When you see giant and 
global brands like Hulu, Samsung, Twix, 
Adobe, and then Architectural Digest or even 
sports teams like Sporting Lisbon CP, insert 
themselves in his house or behind the door 
you know the campaign has created a pop 
culture moment. At that moment you just 
step back and watch magic happen.

In a streaming-first world, are all digi-
tal campaigns inherently global?

Yes and no. Campaigns live globally when 
they become mainstream/pop culture, but 
they mostly live within niche audience seg-
ments and these segments are unrelated to 
geographic location.

Harry’s House is one global place for ev-
eryone to be, and most of the time elements 
from the campaign have trended globally, 
but we do like to highlight the diversity and 
flair of different countries and territories. 
One of the most fun tasks was to translate 
“You Are Home” in different languages for 
the print ads we ran in different parts of the 
world. Every language and translation had 
slightly different meanings, so inherently a 
different philosophical meaning. It’s funny, 
but although I’m a Greek native, I might 
have spent three hours stressing about the 
proper translation in Greek — there are 
probably 20 different ways of saying it, simi-
lar but also very different in meaning! Every 

translation was absolutely intentional.
We know that the fans will take ev-

ery piece and dissect it so we put a lot of 
thought and intention in the details. I truly 
admire his fanbase — they make this whole 
campaign so special and fun. We read every-
thing.

How did the plan for this first single 
differ from the last album cycle for 
Harry?

Strategy-wise, the biggest differentiator in 
this cycle was that we introduced the album 
theme before the first single. We wanted to 
set the tone, build the world and narrative 
of what the album is about and then follow 
with music and the first single.

Numbers-wise, his audience is much 
bigger — probably double — and more 
engaged than when we started with “Fine 
Line” and “Lights Up.” You might say this 
makes things easier, but it really doesn’t; the 
pressure and expectations externally and 
internally towards ourselves to deliver what 
he deserves is much greater. More answers 
on that tomorrow behind the door.

How is digital marketing evolving 
through the years?

Digital marketing today is a blend of art 
and science. “Experts” used to say “know 
your customer,” but today it’s more like 
“know your customer segment.” The indi-
vidual potential customer can be reached 
with the help of AI and data crunching, but 
to make true impact, you need to speak to 
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full segments as a whole.
And then when it is time to sell or achieve 

charting goals we also know how to do it in 
the most scientific and targeted way. Digital 
marketing today requires you to be bold, 
brave, ready to take risks and most definitely 
ready to fail. 

More Swift 
Than Dylan: 
How Newer Hits 
Overtook Classic 
Rock to Rule the 
Catalog Market
BY STEVE KNOPPER, GLENN PEOPLES

A
t the beginning of the year, 
Luminate (formerly MRC Data) 
issued its 2021 annual report, 
which showed that catalog 

music — which Billboard defines as a track 
that is older than 18 months — increased 
its share of overall U.S. music consumption 
from 65.1% in 2020 to 69.8% last year, as 
measured by album consumption units. The 
initial interpretation of that data was that, 
more than a year into the pandemic, listen-

ers were soothing themselves with nostalgia 
— relaxing with Fleetwood Mac, rather 
than blasting Doja Cat.

The market share of catalog has actually 
been rising since 2014, back when sales still 
dominated the industry, when it accounted 
for just 35.8% of the business. Since then, 
the popularity of catalog has climbed 
steadily, until its big jump last year – when 
consumption in the category increased 
19.3% and consumption of current music 
declined by 3.7% at a time when streaming 
continues to grow. That shift seems to be 
holding: During the first six weeks of 2022, 
the top 100 had 22 catalog tracks, up from 
seven in 2020, and the average age of the 
100 most streamed songs was 20 months 
old, compared with just eight months in 
2020, according to a Billboard analysis of 
Luminate data.

Most of this shift has been driven by 
on-demand audio streaming, where catalog 
accounted for 70.2% of consumption in 
the U.S. in 2021. But it has been boosted 
by TikTok, where songs of any age can 
go viral and get a transformative boost: 
In the first six weeks of 2022, Fleetwood 
Mac’s “Dreams” came in at No. 83 among 
on-demand streamed songs in the U.S., ac-
cording to Luminate – well over a year after 
its skateboard-driven spotlight.

Just as strikingly, the music that once 
dominated the catalog category, which at 
one point was virtually defined by classic 

rock, now sounds a lot younger and more 
like new music than it ever did. A Bill-
board analysis of 2021 U.S. on-demand 
streaming data provided by Luminate 
revealed that tracks released over the last 
12 years account for almost 79% of U.S. 
on-demand audio streaming. And Drake 
may stream more than all of the recordings 
released before 1980 combined.

Since this latest rise in catalog came 
around the same time that legacy art-
ists like Bob Dylan and Bruce Springs-
teen sold their recording and publishing 
rights for record-setting sums, it’s easy for 
those outside the industry to assume this 
kind of material is driving those gains. 
That’s not true, however.

“It’s a headline-grabber, but it’s not ac-
curate” to assume that older recordings 
dominate the catalog category, says Kevin 
Gore, president of global catalog for Warner 
Recorded Music. “It’s better seen when you 
dig into it.”

A Billboard analysis of the top 10,000 
on-demand audio streaming tracks in the 
U.S. for the first six weeks of 2022 – a time 
in which those tracks accounted for 47.9% of 
total streams – shows which acts rule cata-
log now. The three top artists, as measured 
by on-demand audio streams of catalog 
music, are Drake, Juice WRLD and Taylor 
Swift. Drake has 82 catalog tracks in the 
top 10,000; Swift has 81 and Juice WRLD 
has 59. (All three also have current tracks.) 
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Sam Hunt’s second studio full-length, and first in over five years, Southside 
(MCA Nashville/Universal Music Group Nashville), debuts at No. 1 on Billboard’s 
Top Country Albums chart dated April 18. In its first week (ending April 9), it 
earned 46,000 equivalent album units, including 16,000 in album sales, ac-
cording to Nielsen Music/MRC Data.

Southside marks Hunt’s second No. 1 on the 
chart and fourth top 10. It follows freshman LP 
Montevallo, which arrived at the summit in No-
vember 2014 and reigned for nine weeks. To date, 
Montevallo has earned 3.9 million units, with 1.4 
million in album sales.

Montevallo has spent 267 weeks on the list, tying 
Luke Bryan’s Crash My Party as the sixth-longest-
running titles in the chart’s 56-year history.

On the all-genre Billboard 200, Southside ar-
rives at No. 5, awarding Hunt his second top 10 
after the No. 3-peaking Montevallo.

Hunt first released the EP X2C, which debuted 
and peaked at No. 5 on Top Country Albums in August 2014. Following 
Montevallo, Between the Pines: Acoustic Mixtape started at its No. 7 high in 
November 2015.

Montevallo produced five singles, four of which hit the pinnacle of Country 
Airplay: “Leave the Night On,” “Take Your Time,” “House Party” and “Make 
You Miss Me.” “Break Up in a Small Town” peaked at No. 2.

Hunt co-penned all 12 songs on Southside, including “Body Like a Back 
Road,” which was released in 2017. The smash hit ruled Country Airplay for 
three weeks and the airplay-, streaming- and sales-based Hot Country Songs 
chart for a then-record 34 frames. It now ranks second only to Bebe Rexha and 
Florida Georgia Line’s “Meant to Be” (50 weeks atop the latter list in 2017-18).

“Downtown’s Dead,” which is also on the new set, reached Nos. 14 and 15 
on Hot Country Songs and Country Airplay, respectively, in June 2018. “Kin-
folks” led Country Airplay on Feb. 29, becoming Hunt’s seventh No. 1. It hit 
No. 3 on Hot Country Songs.

Latest single “Hard to Forget” jumps 17-9 on Hot Country Songs. It’s his 
eighth top 10, having corralled 8.2 million U.S. streams (up 96%) and 5,000 in 

sales (up 21%) in the tracking week. On Country Airplay, it hops 18-15 (11.9 mil-
lion audience impressions, up 16%).

TRY TO ‘CATCH’ UP WITH YOUNG Brett Young achieves his fifth consecutive 
and total Country Airplay No. 1 as “Catch” (Big Machine Label Group) ascends 

2-1, increasing 13% to 36.6 million impressions.
Young’s first of six chart entries, “Sleep With-

out You,” reached No. 2 in December 2016. He 
followed with the multiweek No. 1s “In Case You 
Didn’t Know” (two weeks, June 2017), “Like I Loved 
You” (three, January 2018), “Mercy” (two, August 
2018) and “Here Tonight” (two, April 2019).

“Catch” completes his longest journey to No. 1, 
having taken 46 weeks to reach the apex. It out-
paces the 30-week climb of “Here Tonight.”

On Hot Country Songs, “Catch” pushes 7-5 for 
a new high.

COMBS ‘DOES’ IT AGAIN Luke Combs’ “Does to Me” (River House/Columbia 
Nashville), featuring Eric Church, ascends 11-8 on Country Airplay, up 10% to 
24.7 million in audience. The song is Combs’ eighth straight career-opening 
top 10, following a record run of seven consecutive out-of-the-gate, properly 
promoted No. 1 singles.

Church adds his 15th Country Airplay top 10.

THAT TOOK QUITE ‘A FEW’ MONTHS Travis Denning shatters the record for 
the most weeks it has taken to penetrate the Country Airplay top 10 as “After 
a Few” (Mercury Nashville) climbs 12-10 in its 57th week, up 4% to 21.4 mil-
lion in radio reach.

The song surpasses two tracks that took 50 weeks each to enter the top 10: 
Easton Corbin’s “A Girl Like You,” which reached No. 10 in January 2018 be-
fore peaking at No. 6 that February, and Aaron Watson’s “Outta Style,” which 
achieved its No. 10 high in December 2017.

“After” is Denning’s second Country Airplay entry. “David Ashley Parker 
From Powder Springs” traveled to No. 32 in September 2018. 

SamHunt’s Southside Rules Top Country 
Albums; Brett Young ‘Catch’-es Fifth Airplay 

Leader; Travis Denning Makes History

ON THE CHARTS JIM ASKER jim.asker@billboard.com
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By comparison, The Beatles have 28 and 
Fleetwood Mac has 15.

Some executives now refer to this kind of 
music – released within the past few years, 
mostly by artists who are still active – as 
“shallow catalog,” to distinguish it from 
older “deep catalog.” (Billboard and Lumi-
nate do not formally distinguish between 
the two.) And it appears that it’s driving 
most of the growth in catalog – to the point 
where it’s changing the financial dynamics 
of the industry.

The legacy artists that used to dominate 
the catalog chart haven’t gone anywhere. In 
fact, many iconic catalog songs have risen in 
popularity substantially: Journey’s “Don’t 
Stop Believin’” ranked No. 329 in 2016 and 
No. 91 in 2021, while The Beatles’ “Here 
Comes the Sun,” the band’s highest-ranked 
song, went from No. 917 to No. 400. Many 
catalog mainstays have the same number of 
recordings among the top 10,000 on-de-
mand streaming tracks as they did two years 
ago, including Michael Jackson (17), Me-
tallica (13), The Notorious B.I.G. (11), 
and AC/DC (10) — and the number of tracks 
from other big acts didn’t change much. 
But the growth is going to newer acts. The 
Beatles have 28 tracks among the top 10,000, 
which generated 121.6 million streams in 
the first six weeks of 2022 – more than any 
other legacy act. But XXXtentacion had 30 
tracks that generated 205 million streams. 
“Roll Over Beethoven,” indeed.

“The second you say ‘catalog,’ the assump-
tion is it’s all icons and heritage artists,’ says 
Gore. “But there’s some really amazing and 
valuable content that’s becoming catalog 
just because of its age. You’re seeing Dua 
Lipa and Ed Sheeran and Bruno Mars — 
high-performing tracks and albums.”

The line between current and catalog, 
always artificial, may be starting to blur as 
big hits remain popular longer – perhaps 
because playlists implicitly encourage 
consumers to listen to songs longer. At this 
point, 42 of the top 200 audio on-demand 
tracks have been among the top 200 for 
more than a year – and 18 have been there 
for more than two. Among those with lasting 
power: Post Malone, J. Cole, Chris Staple-
ton, Ed Sheeran and Imagine Dragons.

In the first six weeks of 2022, the second-

biggest catalog track was The Weeknd’s 
“Save Your Tears,” which ranked No. 26 in 
on-demand streaming nearly two years after 
its release and a year after it saw the big-
gest gains among the top 100 streaming 
tracks after the artist’s Super Bowl halftime 
show performance. The first was Glass Ani-
mals’ “Heat Waves,” originally released in 
June 2020 – on its way to No. 1 on the Hot 
100 on March 22. 

Major Labels 
Appeal to Keep 
Mechanical 
Royalty Rate at 9.1 
Cents
BY ED CHRISTMAN

T
he RIAA and the three major 
record labels have filed a motion 
with the Copyright Royalty Board 
asking to limit the scope of a re-

cent ruling to reconsider the long-standing 
9.1 cent mechanical royalty rate on physical 
and download format sales.

The motion, filed April 5, seeks to confirm 
that when the CRB rejected a settlement 
between the labels and the National Music 
Publishers’ Association to keep mechani-
cal rates frozen at 9.1 cents for the 2023-
2027 term that it only applied to the music 
of George Johnson, the independent 
songwriter who objected to the agree-
ment. It also requests that the CRB extend 
the response period to 60 days, instead of 
requiring participants in the proceeding to 
respond by April 22.

But RIAA CEO/chairman Mitch Gla-
zier tells Billboard the intent for the filing 
is to take care of a procedural matter. By 
buying more time, it will allow participants 
to engage in settlement talks and avoid 
millions of dollars in litigation. Otherwise, 
participants would have less than three 
weeks to prepare to litigate a rate proceed-
ing or come up with a settlement.

The RIAA joint filing — which includes 

Sony Music Entertainment, UMG Record-
ings Inc. and Warner Music Group — quotes 
the 801 (B) regulations noting that it autho-
rizes the CRB judges to decline to adopt a 
settlement only for “CRB participants that 
are not parties to the agreement.”

Despite Glazier’s explanation, the fil-
ing nevertheless states that the RIAA and 
the major labels are arguing that the CRB 
confirm that 9.1 song rate settlement for 
the subpart B configurations — vinyl, CDs, 
downloads and other physical music for-
mats — is still in effect for everyone else—all 
labels, all publishers and all songwriters. 
According to the RIAA filing, all other song-
writers forfeited their right to have a say 
in CRB rate decisions when “they chose to 
sit out” the proceedings. So, the joint filing 
continues, those songwriters “will have to 
live with the outcome of that proceeding, 
whatever it is.”

Glazier, however, says that he has no 
control who participates in the CRB pro-
ceedings — it has its own process that makes 
those decisions — he does have a say who 
participates in the negotiations for a new 
rate settlement and wants to include other 
independent songwriting groups, publishers 
and labels. He wants their point of view to 
inform negotiations, he says. But in order to 
have those discussion, it will take more time 
than the CRB currently would allow, thus 
the motion to delay responding to the judges 
on how adjudication should move forward.

The 9.1 cent mechanical royalty rate has 
been in effect since 2006, despite the fact 
that cost of living in the U.S. has increased 
31.9% since 2006 in the U.S., according to 
the references the CRB judges made in its 
March 30 ruling that threw out the settle-
ment. If the rate holds, it would remain 
until 2027 under the Phonorecords IV rate 
proceeding, meaning songwriters would not 
receive a pay increase on sales in over two 
decades.

The RIAA’s interpretation of the CRB 
Judges ruling on the settlement, as stated 
in its motion, belies comments by NMPA 
executives and one of the major music pub-
lishers applauding efforts by songwriters to 
get a higher rate for the mechanical. But in 
addition to providing more time to allow for 
settlement talks, the major labels motion say 
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THE #1 ALBUM IN THE UK!
TOP 10 IN NINE COUNTRIES! HIS NINTH TOP 10 DEBUT ON BILLBOARD’S TOP ALBUM SALES CHART
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that the judges need to clarify what its rul-
ing on the settlement actually means.

As part of the RIAA’s motion, the filing 
asked the CRB judges to removed its April 
22 deadline for filing rebuttals and instead 
provide for 60 days from the March 30, 
2020 withdrawal of the CRB filing. More-
over, the very act of including a request in 
the motion for clarification on whether the 
ruling should apply to everybody or just 
Johnson also by itself plays into the bid for 
more time, other sources say.

The NMPA issued a statement on March 
30 when after CRB judges rejected the 
rate settlement, saying, “We appreciate 
the grassroots efforts of songwriter advo-
cates across the country and we stand with 
those who are pushing for more equitable 
songwriter payments.” The organization, 
however, declined to comment for this story.

The NSAI, who endorsed the rate settle-
ment to keep the rate frozen at 9.1 cents for 
five more years, didn’t immediately respond 
to a request for comment.

Sources say that the NMPA and NSAI 
signed onto the settlement because they 
didn’t want to litigate on two fronts. Instead 
they decided to concentrate on the stream-
ing rates, which provide about $1.8 billion 
in performance and mechanical royalties, 
by Billboard estimates — compared to about 
$130 million in mechanicals that physical 
and download sales provide.

The news on the RIAA joint motion fil-
ing was first reported by Music Business 
Worldwide.

The RIAA joint record companies filing 
was submitted by RIAA senior vp of legal 
and regulatory affairs Susan Chertkof, 
chief legal office Kenneth Doroshow, and 
senior vp of litigation Jared Freedman. 

How TikTok Is 
Blurring the Lines 
Between ‘New’ 
and ‘Old’ Music
BY STEVE KNOPPER, GLENN PEOPLES

W
hen Glass Animals’ hit 
“Heat Waves” reached 
No. 1 on the Hot 100 in 
March, it had been out for 

more than 20 months – an eternity by hit 
single standards – and it had already fallen 
off the chart last year. By that point, usually, 
a song settles into a calm catalog run. But 
while “Heat Waves” is considered catalog by 
Luminate (formerly MRC Data), its perfor-
mance has been anything but calm.

Last summer, “Heat Waves” took off on 
TikTok, driven by its sentimental lyrics — 
“Last night, all I think about is you / Don’t 
stop, baby, you can walk through.” That 
second life drove streaming, which in turn 
gave the track another shot at radio. And 
it’s not the only song to come back to life 
after fading away and then getting added 
to streaming playlists along with newer re-
leases. A Billboard analysis of the top 10,000 
on-demand audio streaming tracks of the 
first six weeks of 2022 found that TikTok 
boosted several songs from semi-obscurity 
into the top 100 – among them The Neigh-
bourhood’s “Sweater Weather” from 2012, 
The Walters’ “I Love You So” from 2014 
and Steve Lacy’s “Dark Red” from 2017 – 
and many more into the top thousand.

These songs aren’t new, but they might 
feel that way to listeners who haven’t heard 
them before – and playlists present them 
alongside new releases. “We’re seeing music 
that’s chronologically older than 18 months 
that’s trending as current music in a major 
way,” says Amazon Music global head of 
music programming Mike Tierney. As an 
example, he cites Frank Ocean’s 2012 track 
“Lost,” which appears on a dozen of the 
streaming service’s contemporary playl-
ists. “There’s a huge trend for music that’s 
chronologically old to have a second life as 

frontline,” Tierney says, “and the lines are 
getting incredibly blurry.”

“New,” increasingly, is in the ears of the 
beholders. It seems fair to assume that only 
so many of the listeners who streamed Nir-
vana’s “Something in the Way” after it was 
used in The Batman remember the song 
from Nevermind. “Whatever the context 
is right now, people are going to consume, 
regardless of when it came out,” says RCA 
Records COO John Fleckenstein.

That means songs often stick around 
longer, which is one reason why songs from 
the last decade account for so much of the 
most popular catalog music. It also means 
that many consumers seem to be listening to 
older songs with the same intensity as new 
ones – especially if they discovered them on 
TikTok. While radio, television and print 
publications tend to focus on new releases, 
music of any age can go viral on TikTok – 
especially with a memorable video.

The results can seem random – but that 
doesn’t mean they’re any less significant. 
The number of artists represented in the top 
10,000 tracks increased from 3,056 in the 
first six weeks of 2020 to 3,505 in the same 
period this year. And while several factors 
might have contributed to this, a number 
of artists who weren’t previously in the 
top 10,000 received a boost from popular 
TikTok clips. Among them: Farruko, whose 
2015 track “Chillax” soundtracked summer 
2021 TikTok dance challenges; SoFayGo, 
whose 2019 “Knock Knock” took off on 
TikTok last summer; and Miki Matsubara, 
whose 1979 song “Mayonaka No Door/Stay 
with Me” soared after a cover version by an 
Indonesian YouTube star drove its TikTok 
popularity.

In other cases, TikTok has given small 
acts a significant audience. The Neighbour-
hood’s “Sweater Weather” was No. 53 in the 
first six weeks of 2022, and it pulled 16 of 
the band’s tracks into the top 10,000. Steve 
Lacy’s “Dark Red,” the No. 63 track, had just 
9.5 million streams in 2017 and 145 million 
in 2021. Chicago rock band The Walters had 
broken up in the years since releasing “I 
Love You So” in 2014, but they signed a deal 
with Warner Records after the song took off 
on TikTok and came in at No. 38.

These TikTok triumphs can represent 
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a challenge as well as an opportunity for 
major labels, each of which has a divi-
sion devoted to catalog – Universal Music 
Enterprises, Sony Legacy and Warner’s 
Rhino Entertainment – that have tradition-
ally focused on compilations and reissues. 
These days, they also promote older tracks, 
like Fleetwood Mac‘s “Dreams” or Billy 
Joel‘s “Zanzibar,” that take off on TikTok or 
find an audience through film synchs.

The major labels move current music to 
their catalog divisions in different ways, but 
they tend not to reclassify music as cur-
rent. Sometimes, though, the frontline team 
that handles current music gets called in to 
help. When singer-songwriter Elley Duhé‘s 
January 2020 song “Middle of the Night” 
went viral after blowing up on TikTok in 
Turkey and Russia, RCA, which handles 
Duhé’s catalog (she is no longer a Sony art-
ist), had to determine whether its catalog or 
frontline team would handle promotion and 
marketing. In that case, the frontline team 
stepped in “because the front-line team still 
has a good relationship with [Duhé], and we 
picked back up and leaned in,” Fleckenstein 
says. Decisions like that, he says, are “really 
specific to the artist.”

Other times both divisions coordinate 
their efforts. When Kygo remixed Whit-
ney Houston‘s cover of Steve Winwood’s 
“Higher Love” in 2019, which ultimately 
drew 670 million streams on Spotify alone, 
the DJ-producer’s frontline team marketed 
the track along with Sony Legacy’s staff, 
says Lyn Koppe, Sony executive vp of global 
catalog for Legacy Recordings. “Sometimes 
we don’t use the word ‘catalog,’” Koppe says. 
“We just say ‘hits.’” 

Supreme Is Filling 
Tower Records’ 
Sunset Strip Spot, 
But the Iconic 
Brand Eyes a 
Comeback
BY PAMELA CHELIN

F
or 35 years, music legends includ-
ing Elton John and Duran Duran 
raised the roof at 8801 Sunset Blvd, 
home to Tower Records’ historic 

flagship location, with jam-packed auto-
graph sessions and live performances. Now, 
the West Hollywood building is undergoing 
construction to make way for its new tenant, 
streetwear and skate brand Supreme, and 
that roof is literally gone.

What currently remains of the iconic 
single-level 8,700 square foot building, 
opened in 1971, are the original floor, three 
of its four walls and its outdoor support 
beams, still painted yellow, reflecting Tower 
Records’ signature branding – red italicized 
block letters on a yellow background.

The currently beige building is expected 
to be painted white in accordance with Su-
preme’s branding, according to a rendering 
presented at a virtual town hall in January 
where residents expressed concerns about 
flash mobs and customers camping outside.

This isn’t the first time the exterior of 
the historic building has changed, though. 
In 2006, when the famed music chain 
filed for bankruptcy for a second time (the 
first was in 2004) and shuttered all of its 
approximately 200 locations, the iconic 
Tower Records sign was painted over. A 
year later, Chicago-based developer Sol 
Barket bought the property, along with two 
business partners, under the name Centrum 
Properties for $12 million (investment firm 
Angelo Gordon joined the partnership in 
2010), with plans to demolish the building 
and erect a five-story retail complex with 
two video billboards and a supergraphic.

Over the phone from his Chicago office, 
Barket says his vision for the property was 
inspired by the Frank Gehry-designed band-
stand in Chicago’s Millennium Park. “I was 
walking down the street and I had a direct 
view of this bandstand which was so whim-
sical,” he says. “I took pictures and went 
back to my office and called [design firm] 
Gensler and said, ‘Make it look like this.’ We 
wanted to develop something special. I was 
sad not to see it get built. It would have been 
spectacular.”

While those plans, which were scaled 
back but ultimately rejected twice by the 
West Hollywood City Council, were being 
developed, the building was leased to vari-
ous companies for pop-up events. In 2007, 
Warner Brothers Records leased it to pro-
mote the White Stripes’ Icky Thump album, 
painting it the band’s trademark red and 
white. From 2008–2013, Live! On Sunset fol-
lowed, painting it white with silver signage, 
and then in 2014 short-term tenant Flipa-
gram painted the building orange.

Throughout the years, preservationists 
have lobbied unsuccessfully to have the 
building declared a local cultural landmark, 
but those ultimately failed with a unani-
mous West Hollywood Preservation Com-
mission vote in November 2013 not to grant 
historic status.

Toward the end of 2014, iconic guitar 
brand Gibson leased the building for 15 
years and painted it beige. The beloved 
Tower Records sign was painted back 
onto the building in 2015 for the premiere 
of Colin Hanks‘ celebrated documentary All 
Things Must Pass: The Rise and Fall of Tower 
Records.

In 2018, Gibson declared bankruptcy and 
the lease was voided. By that time, Barket 
and his partners had sold the property for 
$35 million to new owners who registered 
the property under the name Tower Records 
Square, LLC. The building remained with-
out a tenant for two years until December 
2020, when Supreme signed a 10-year lease 
with an additional five-year option.

Seeking to pay homage to the location’s 
legacy, Supreme, named for John Coltrane 
album A Love Supreme, wanted to keep the 
Tower Records sign on the building, says 
real estate broker and Newmark Knight 
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Frank vice-chair Jay Luchs, who brokered 
the deal (and brokered both the Gibson 
lease and the sale from Barket to the current 
owners).

“I love the name Tower Records on the 
building, and I was involved in trying to 
keep the name up and Supreme wanted to 
keep the name up,” says Luchs.

With the rise of vinyl sales in the past 
couple of years, however, Tower Records, 
now-owned by Dutch businessman Roald 
Smeets (who purchased the brand and 
IP out of the bankruptcy proceedings), 
bounced back in 2020 as an online store. 
Now, the famed music chain has plans to 
revive its physical presence, starting with 
the opening of a physical location this sum-
mer in Williamsburg, Brooklyn, followed by 
a series of pop-up shops involving collabora-
tions with artists, brands and labels.

To avoid confusion between the brands, 
a Tower Records spokesperson tells Bill-
board via email that Tower granted Su-
preme permission to use the existing Tower 
Records sign, royalty-free, provided there 
was a “corner of the store selling a curated 
selection of Tower music and/or branded 
merchandise; a Tower listening bar; and/or 
joint Supreme-Tower record launches and 
events.”

When Supreme wouldn’t agree to have 
a Tower Records presence inside the store, 
Tower asked for the sign, offering to pay to 
have it sent to Brooklyn. However, Supreme 
said it was painted onto the building and 
couldn’t be removed, and agreed to paint it 
over. A few months later, when the sign was 
still on the building, Tower Records’ lawyer 
requested its removal and then Supreme 
finally painted it over.

In a statement to Billboard via email, 
Tower Records president Danny Ziejdel 
says, “Like all Tower Records fans, I was 
saddened to see the Tower Records signage 
on Sunset Boulevard removed despite our 
best efforts to keep it in place above some 
form of Tower Records offering. However, 
we could not allow it to remain over an 
unrelated retail store with no homage or 
relevance to Tower Records.”

Still, Tower Records says the relationship 
between the parties remains amicable, and 
they are open to reinstating the sign on the 

basis that there is a Tower presence inside 
the store.

Supreme, which declined to speak 
with Billboard for this story, is expected to 
shutter its Fairfax District location when 
the new store opens, though that date hasn’t 
been announced yet. Construction signs 
on the property display August 2022 as the 
project’s completion date.

On Thursday, there were approximately 
75 customers lined up down Fairfax Avenue 
outside Supreme’s current location in Los 
Angeles. 33-year-old Brandon Chustz, a 
regular customer, says he looks forward to 
the forthcoming store. “It’s going to be good 
for the brand… expansion’s always good,” he 
says.

Chustz, who notes he was a customer 
at the West Hollywood Tower Records, is 
excited about the new Supreme location 
and would like to see the brands team up 
together. “I used to love Tower Records. 
It’s iconic and a great move for Supreme,” 
says Chustz. “They should keep the Tower 
Records sign and just add the Supreme logo 
to it. Supreme Tower Records collab!”

In the meantime, while details about 
the forthcoming Tower Records space in 
Brooklyn are still under wraps, a Tower 
spokesperson tells Billboard, “We will offer 
a hybrid experience coupling the in-store 
performances Tower was best known for in 
its heyday with new music discovery experi-
ences. It will not be a store in the traditional 
sense but we have plans to have limited-
edition albums for purchase.” 

Drake Outstreams 
All Pre-1980 
Music: The 2021 
Streaming Market, 
by Decade
BY ED CHRISTMAN

T
he most popular oldies are getting 
younger.

Since at least 2014, the market 
share of catalog has been rising 

– from just over 65.1% in 2020 to 69.8% of 
album consumption units last year, ac-
cording to Luminate (formerly known as 
MRC Data). At the same time, though, the 
music that dominates the catalog category 
– defined by Billboard as albums released 
more than 18 months ago, as long as they’re 
not being actively promoted by labels or in 
the top half of the Billboard 200 – is more 
recent than ever.

In a trend apparently driven by streaming, 
growth is now being driven mostly by older 
albums from newer artists – sometimes 
referred to as “shallow catalog” – rather 
than the “deep catalog” of the ’60s and ’70s 
rock acts that used to dominate the category. 
To get a sense of how profound this shift has 
been, consider that music released in this 
century accounted for about 90% of 2021 
U.S. on-demand audio streaming, according 
to Luminate – and that Drake generated 
more streams than all tracks released before 
1980.

To better understand how the catalog 
business is changing, Billboard analyzed a 
decade-by-decade breakdown of the 988.154 
billion U.S. on-demand audio streams from 
2021 provided by Luminate. It shows that 
tracks released in 2020 and 2021 generated 
389.69 billion on-demand audio streams, or 
about 39.44% of the total. Another 388.37 
billion streams, or 39.30%, came from the 
previous decade, Jan. 1, 2010 through Dec. 
31, 2019, which means that tracks released 
over the last 12 years account for a whop-
ping 778.06 billion plays, or 78.74% of all 
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on-demand audio streams last year.
There’s one important caveat: The 

Luminate system has some incorrect 
release dates, especially for older albums, 
often because of reissues, although there 
are fewer inaccuracies when it comes to 
individual songs. Perhaps as a result, catalog 
accounts for a slightly different amount of 
music when measured by audio on-demand 
streams – 70.2%, as opposed to 69.8% for 
album consumption units. Luminate also 
distinguishes between catalog and cur-
rent tracks more precisely than it does 
for albums: Songs become catalog after 18 
months, regardless of how they perform 
on Billboard charts.

The third biggest chunk of market share 
comes from tracks released from Jan. 1, 
2000 through Dec. 31, 2009, which gener-
ated 109.88 billion, or 11.12%, of 2021 U.S. 
on-demand audio streams. That means that 
music released during this century ac-
counted for 887.94 billion of 988.154 billion 
total streams – nearly 90%. (89.86% to be 
exact.) Some of that music was presumably 
released by older artists, but this shows 
just how much catalog has become a young 
artist’s game. (That percentage is up from 
2018, the last time Luminate, in its earlier 
incarnation, broke out streams by decade, 
when songs released since 2000 accounted 
for 88% of streaming.)

That means that tracks originally released 
in the 20th century collectively accounted 
for a total of 100.21 billion streams, or 
10.14% of U.S. music streaming measured by 
Luminate. In 2018, by comparison, 20th-
century recordings generated nearly 12% — 
which makes sense since there’s now three 
more years’ worth of 21st-century music to 
listen to.

Of the music originally released during 
the 20th century, more recent music also 
dominates. Music released in the 1990s 
generated 60 billion streams in 2021, which 
translates to 6.07% of streams; music re-
leased during the 1980s accounted for 33.84 
billion streams, or 3.42%. Music released be-
fore then doesn’t even account for a single-
digit percentage point: Music from the 1970s 
scored 3.51 billion streams, or 0.36% of the 
total; music from the 1960s had 2.64 billion 
streams, or 0.27%; and 1950s material gener-

ated just 212.85 million streams, or 0.02%. 
(The market share of music released before 
that is too small to count.) All told, music 
released before 1980 accounted for 0.6% 
of 2021 U.S. on-demand streaming – while 
Drake himself generated 7.91 billion streams, 
or 0.8%.

Although the trend is indisputable, it can 
be difficult to precisely measure the number 
of streams of tracks that came out in a given 
decade, because the Luminate database has 
the occasional incorrect release date – espe-
cially for older recordings. The release dates 
of some songs that Luminate identifies as 
coming out in the 1960s and 1970s are off by 
a few years, for example – and, in rare cases, 
by a few decades. Louis Armstrong’s “What 
A Wonderful World,” released in 1967, for 
example, is identified as coming out in 1988, 
the year it first made the Billboard charts. 
Many more song release dates are accurate, 
however – many down to the day. Luminate 
constantly works to correct inaccurate dates 
with input from the industry. 

After Deezer 
Failed to Go 
Public Years Ago, 
Now Timing Is 
Everything
BY GLENN PEOPLES

S
ince 2020, nine music-related com-
panies — including the first- and 
third-largest record labels — have 
gone public to take advantage of 

renewed investor interest in a once-strug-
gling industry. Add French music streaming 
service Deezer to the list.

According to a report on Wednesday 
at The Wall Street Journal, Deezer, which 
first attempted an initial public offering in 
late 2015, is planning to go public with a 
European special purpose acquisition cor-
poration, I2PO, backed by Groupe Artémis, 
a holding company behind fashion brand 
Puma and French investment banker Mat-

thieu Pigasse, a partner at Paris-based Cen-
terview Partners. Deezer had no comment 
to Billboard on the news. Representatives 
for I2PO did not respond to a request for 
comment.

Deezer — led since last year by CEO Je-
ronimo Folgueira — is relatively small by 
global standards, owning a roughly 2% share 
of the music subscription market in the sec-
ond quarter of 2021, according to MIDiA 
Research, which works out to about 10.5 
million subscribers. When it received a $40 
million investment in July 2020, Deezer 
claimed a valuation of $1.4 billion — a fair 
figure for a SPAC target. But today’s music 
streaming market is dominated by global 
tech giants with greater resources. Spotify, 
which currently has a market capitaliza-
tion of roughly $26 billion, has 180 million 
subscribers and 236 million ad-supported 
listeners monthly. Apple Music, Amazon 
Music and YouTube Music have also built 
the global market by leveraging their ubiq-
uity in hardware, software and e-commerce.

Deezer previously attempted to list 
on the Paris exchange in 2015 but aban-
doned the plan for a 300-million euros 
($344 million) IPO amidst a dark out-
look for streaming services. The news of 
recently-launched Apple Music’s momen-
tum and a resulting slowdown in Pandora’s 
user growth — and a 36% drop in its share 
price — had a chilling effect. Then, Deezer 
had 6.3 million subscribers — although 40% 
came from partnerships with mobile carri-
ers partnerships that did not generate any 
revenue. Today, services can rely more on 
self-pay subscribers and rely less on money-
losing promotions. “It’s better for us to wait 
a bit,” Didier Bench, chairman of Deezer’s 
board, told The Wall Street Journal at the 
time.

Now, there may be no better time for 
Deezer’s investors, which include Access 
Industries, Warner Music Group’s majority 
owner, to cash out. SPACs — blank-check, 
shell companies that get funded before 
finding acquisition candidates — typi-
cally have 18 months to finalize a merger 
before returning investors’ money. That 
adds pressure to find an acquisition target. 
But a SPAC interested in music has limited 
options for companies with a track record, 
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mark of success in our industry. In 2022, RIAA marks 
a major milestone – 70 years supporting American 
music.  So, to honor this ongoing evolution and the 
RIAA’s commitment to great music and a strong 
healthy music ecosystem with opportunities for all, 
please join Billboard in congratulating RIAA on its 
70th Anniversary.
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strong management and multi-billion-dollar 
valuations. Of the 609 SPACs currently 
seeking an acquisitions, according to SPAC 
Analytics, at least two are targeting music 
specifically: Liberty Media Acquisition 
Corporation and Music Acquisition 
Corporation, the latter headed by former 
Geffen Records president Neil Jacobson.

Two other music companies have gone 
public through SPACs since the invest-
ment vehicles exploded in popularity in 
2020. Abu Dhabi-based music stream-
ing service Anghami merged with Vistas 
Media Acquisition Company in March 2021, 
becoming the first Arab tech company listed 
on the Nasdaq. Anghami is even smaller 
than Deezer: It had 18.4 million active users 
and 1.4 million subscribers in 16 markets 
as of 2020, with preliminary 2021 revenue 
between $35.1 million and $36.1 million, ac-
cording to a January 2022 investor presen-
tation. Reservoir Media, a New York-based 
publisher and record label, merged with 
Roth CH Acquisition II Co. in July 2021.

I2PO raised 275 million euros ($300 
million) in an initial public offering on the 
Paris Euronext exchange on July 20, 2021. 
The company eyed a technology platform 
in music, electronic games, leisure or online 
learning. “There is a real opportunity in 
Europe to create a worldwide leader in the 
entertainment and leisure sector,” said Iris 
Knobloch, a former WarnerMedia execu-
tive and I2PO’s president of the executive 
board and director general, when the com-
pany debuted.

Although merger news usually moves a 
SPAC’s share price, I2PO shares rose only 
0.10 euros to 9.90 euros on Wednesday and 
were unchanged on Thursday. I2PO shares 
have never exceeded their 10.00 euros IPO 
price and reached a low of 9.22 euros on 
Aug. 6, 2021. 

Some Songs 
Remain the 
Same: These 
Old Classics Are 
Today’s Streaming 
Hits
BY BILLBOARD STAFF

N
ewer, “shallow catalog” is trans-
forming the streaming business 
– but that doesn’t mean classic 
rock tracks are going anywhere. 

In fact, many catalog mainstays actually 
got more popular over the last five years, 
according to a Billboard analysis of the most 
popular 5,000 on-demand audio streaming 
songs in 2016 and 2021 in the U.S. But most 
of the artists behind them have the same 
number of big tracks – meaning that more of 
the growth is going to new music.

Based on the top 5,000 on-demand audio 
streaming songs of 2016 and 2021 in the U.S., 
inclusive of UGC (user-generated content) 
on-demand streams, according to Luminate, 
formerly MRC Data:

AC/DC
Number of tracks in the top 5,000, 2016: 8 

Number of tracks in the top 5,000, 2011: 8 
Top track, “Thunderstruck,” rank in 2016: 
775 
Top track, “Thunderstruck,” rank in 2021: 
271

Beatles
Number of tracks in the top 5,000, 2016: 

23 
Number of tracks in the top 5,000, 2021: 13 
Top track, “Here Comes the Sun,” rank in 
2016: 917 
Top track, “Here Comes the Sun,” rank in 
2021: 400

Michael Jackson
Number of tracks in the top 5,000, 2016: 

13 
Number of tracks in the top 5,000, 2021: 11 
Top track, “Billie Jean,” rank in 2016: 745 
Top track, “Billie Jean,” rank in 2021: 435

Led Zeppelin
Number of tracks in the top 5,000, 2016: 8 

Number of tracks in the top 5,000, 2021: 8 
Top track, “Stairway to Heaven,” 2016: 992 
Top track, “Stairway to Heaven,” 2021: 1197

Madonna
Number of tracks in the top 5,000, 2016: 1 

Number of tracks in the top 5,000, 2021: 1 
Top track, “Like a Prayer,” 2016: 3985 
Top track, “Like a Prayer,” 2021: 4912

Queen
Number of tracks in the top 5,000, 2016: 

10 
Number of tracks in the top 5,000, 2021: 13 
Top track, “Bohemian Rhapsody,” 2016: 319 
Top track, “Bohemian Rhapsody,” 2021: 195 

For the Record: Is 
New Music Killing 
Old Music?
BY ROBERT LEVINE

F
or the Record is the new Bill-
board column from deputy editorial 
director Robert Levine analyz-
ing news and trends in the music 

industry.
The remarkable thing about covering the 

music business is the way that any given 
industry trend often turns out to be great 
news for the company that employs the 
executive one happens to be talking to at the 
time. The sales boom in publishing catalogs, 
I’ve been told, is great for existing players 
(they have experience!), outsiders (with a 
fresh approach!), big companies (more re-
sources!), but also small ones (more focus!).

So it goes with the boom in catalog music 
– defined by Billboard as albums released 
more than 18 months ago, as long as they’re 
not still in the top half of the Billboard 
200 or being actively promoted by labels. In 
2021, these “oldies” represented a whopping 
69.8% of album consumption, according to 
Luminate, the company formerly known as 
MRC Data (which uses a slightly different 
definition of catalog than Billboard). That’s 
up from 65.1% in 2020 – and up from less 
than 40% in the mostly-pre-streaming times 
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THIRD EYE BLIND
2 0 2 2

Since 1997, San Francisco's Third Eye Blind has recorded 
five best-selling albums and assembled one career 
retrospective.  Led by Stephan Jenkins, 3EB has earned 
worldwide success during a 
tumultuous group of years when the major-label record-
ing industry was finally losing its grip on an enterprise that 
for decades it had dominated with steely efficiency. 

Third Eye Blind’s 2021 album Our Bande Apart was 
recorded when lockdown ended, with Bethany Cosentino 
of Best Coast and Ryan Olson of Poliça.  The band has 
continued to have gained artistic clarification—and, 
surprisingly, a fanbase that is larger, younger and more 
dedicated than ever.

Now celebrating 25 years of their iconic self-titled album, 
the band has an upcoming summer tour and has teamed 
up with Smith & Cult to create a series of nail polish colors 
with proceeds from shade "Jumper" to support True 
Colors United - a foundation committed to supporting 
LGBTQ youth. The band will be supporting SeaTrees on 
their 2022 Summer Gods tour, an organization that helps 
restore a portion of the Palos Verdes Kelp Forest.  The 
ocean has the power to restore climate change.

The latest science shows that globally, kelp forests can 
sequester more carbon than mangrove forests - restoring 
these sequoias of the sea is critical to solving climate 
change as 93% of all carbon in the carbon cycle is stored 
in our oceans (meaning just 7% is stored across our 
atmosphere and land biosphere.
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of 2014 – so it represents a fundamental 
shift in the music business that’s worth 
thinking about in a serious way.

Or not. Over the past few months, I’ve 
heard how great this is for the majors that 
control so much popular catalog (mostly 
from majors), as well as how much better 
it actually is for the new players that invest 
less in developing acts and instead focus 
on buying recording and publishing rights 
(mostly from them). All of the executives 
I spoke to said their companies had the 
unique foresight to predict this trend, and 
as a result were now perfectly positioned to 
reap the rewards of their brilliance. Lucky 
them!

As usual, the truth is more complicated, 
according to a Billboard analysis of what 
music is driving up the market share 
of catalog as well as a Billboard analysis 
of when that music came out. This is not 
your father’s catalog business – the biggest 
catalog acts last year were Drake, Juice 
WRLD and Taylor Swift. Drake not only 
generated more on-demand audio streams 
than The Beatles but more streams than all 
music recorded before 1980.

One reason so many people misunder-
stand the nature of the rise in catalog is 
because all the attention paid to big-ticket 
purchases of historic publishing and record-
ing catalogs makes it seem like old music 
may be more popular than ever. By some 
measures, that may be true: Artists like Bob 
Dylan and Bruce Springsteen are benefit-
ting from both a streaming boom, as well as 
a vinyl boom. But the classic rock icons of 
yesteryear are losing ground to the hits of 
yesterday – songs from the last two decades. 
In both 2016 and 2021, Springsteen had four 
among the top 5,000 on-demand stream-
ing tracks, as measured by Luminate. None 
of them rank as high as “Springsteen,” the 
track by Eric Church, who had six catalog 
tracks among the top 5,000.

Drawing conclusions about the value of 
’60s and ’70s music from the value of the 
Dylan and Springsteen catalogs is like seeing 
Bill Gates walk into a bar and saying that the 
average net worth of everyone in there is 
now over $100 million. Older catalog can be 
stagnant and worth more than ever, as long 
as streaming maintains its overall growth. 

And what a chart-watcher might see as 
stagnant an investor might see as stable. The 
idea of investing in music rights is that they 
generate a predictable return, year after 
year, at a time when the cost of capital is low 
and the search for returns has never been 
more competitive. But old music is hardly 
“killing new music,” as The Atlantic sug-
gested this year.

We don’t even know whether listening 
habits are even changing! When consum-
ers bought albums on CD, they presumably 
played them all the time for days or weeks, 
frequently for weeks or months, and then 
less often – perhaps until a new release by 
the same artist inspired more listens to his 
past albums. We don’t know, of course – we 
can only guess – because there was no way 
to measure. Now there is, but it’s hard to 
know how much music consumption has 
changed by comparing granular personal 
listening data to information about which 
discs were bought when.

It’s also important to point out that cata-
log isn’t a fixed category, like genre – what’s 
new today will be catalog tomorrow – so 
it’s hard to pick winners and losers. Just as 
Drake and Swift have catalog hits, Dylan 
and Springsteen make current music. (Also 
worth noting: Previously unreleased songs 
that come out on box sets count as new 
music) The idea of catalog is a useful way to 
think about the music business, but a friend 
used to point out that the 18-month divide 
was essentially a chart contrivance that 
became a category. Glass Animals’ “Heat 
Waves” reached No. 1 on Billboard’s Hot 
100 more than a year and a half after its 
release. Should that count as catalog or 
simply a slow-burn success? Does it really 
matter? Hits are hits, and everything even-
tually becomes catalog. In the long run, we 
are all legacy acts.

Does the catalog success of recent hits 
disproportionately benefit this year’s hot 
acts and labels, which will monetize their 
success for that much longer? Yes, because 
one way to amass popular catalog music is 
to release it new. (This seems less expen-
sive than buying it, but that doesn’t count 
investment in artist development or account 
for the costs of acts that don’t have hits.) 
But it’s not even that simple. For the first six 

weeks of 2021, the highest-charting catalog 
song before 2000 was Fleetwood Mac’s 
“Dreams,” which was the No. 52 most popu-
lar on-demand song in 2021 – largely thanks 
to a boost it got from a TikTok video in fall 
2020. In 2016, it was 1,086. No one could 
have predicted that – much less engineered 
it. It’s cool that a skateboarder who drinks 
Ocean Spray gave “Dreams” a massive boost 
– but also almost impossible to predict what 
song could benefit next.

Which won’t stop music executives from 
trying – or from taking credit. 

Tekashi 6ix9ine 
Hit With $2M 
Lawsuit Claiming 
He Ghosted On 
Concert Deal
BY BILL DONAHUE

T
ekashi 6ix9ine is facing a new 
lawsuit that claims the rapper 
breached his agreement with a 
streaming music service by failing 

to show up for or promote two different 
concert dates.

In a complaint filed Thursday in Los 
Angeles court, a company called Streamu-
sic claims that it paid Tekashi $150,000 to 
play the shows on its Stream Live app and 
to promote them on Instagram. But when it 
reached out, Streamusic says he did nothing 
on social media – and then flaked on the 
shows entirely.

“Plaintiff allocated significant financial 
and human resources in connection with 
preparing for and marketing the perfor-
mances that defendant agreed to perform,” 
Streamusic wrote, saying it had spent many 
hours working on the shows. “Plaintiff 
would not have continued to move forward 
but for hte knowingly false promises and 
inducements of the defendants.”

And Streamusic doesn’t just want that 
$150,000 back: The company demanded $2 
million in damages from Tekashi, including 
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$1 million in the form of compensation and 
another $1 million in punitive damages.

Streammusic says it struck the deal in Au-
gust with Tekashi, paying him the $150,000 
to play two concerts and give the company 
the right to live stream them on its app. The 
deal also required him to create a “promo-
tional video” on both his main Instagram 
page and his Story; Streammusic says it 
never would have signed the deal without 
those provisions, calling them “essential 
inducements.”

With the first show set for December 29, 
Streammusic says it reached out in early 
December to make sure that Tekashi would 
create the promotion posts, but that he 
never responded to eight different writ-
ten requests. Eventually, the lawsuit says 
Tekashi agreed to reschedule the concert to 
January 29, but that he again went silent in 
the lead up to that date, ignoring seven more 
requests.

The failure to live up to the deal caused 
the company “significant financial and repu-
tational damage,” it said.

A spokesman for Tekashi did not im-
mediately return a request for comment on 
Friday. 

Kesha Suffers 
Another Defeat 
In Dr. Luke 
Defamation Case
BY BILL DONAHUE

K
esha is facing another setback 
in Dr. Luke’s long-running defa-
mation lawsuit against her, after 
a New York court ruled that the 

pop star cannot show jurors handwritten 
notes from 2006 that her attorneys have 
called “critical evidence” to her defense.

Kesha’s attorneys say the notes, penned 
by one of her former attorneys, provide key 
evidence that she did not fabricate a story 
that Dr. Luke drugged her after a party – the 
central claim of his defamation lawsuit. But 
a judge ruled in October that she waited far 

too long to introduce them into evidence.
On Thursday (April 14), a New York state 

appeals court affirmed that decision, rul-
ing it would be unfair to Dr. Luke to allow 
Kesha not cite a document that she never 
introduced during “four years of extensive 
discovery” and brought forth two years after 
the deadline to do so.

The new setback for Kesha came a month 
after the same court ruled Dr. Luke’s case 
wasn’t covered by New York’s new free 
speech statute, which would have made it 
much harder for him to win his case. A trial 
is currently set for early next year, but could 
be pushed back by further appeals.

Dr. Luke, whose full name is Lukasz 
Gottwald, filed his lawsuit against Kesha in 
2014, claiming she had legally defamed him 
with a “false and shocking” allegation that 
he drugged and raped her after a 2005 party. 
He claimed she did so as leverage to secure a 
more lucrative deal.

Years into the case, Kesha’s attorneys 
discovered handwritten notes taken in 2006 
by Gregory Clarick, an attorney who rep-
resented Kesha in a previous clash with Dr. 
Luke. The notes purportedly showed that 
Kesha had disclosed to Clarick an incident 
in which Dr. Luke gave her a pill that caused 
her to black out on the night she claims he 
raped her.

But in October, the trial judge overseeing 
Dr. Luke’s case refused to allow Clarick’s 
notes into evidence. She ruled that the notes 
had never been disclosed during “years 
of voluminous document discovery and 
throughout dozens of depositions” and that 
Dr. Luke might have adopted a different 
strategy if they had been. “Discovery dead-
lines are intended to prevent exactly this,” 
the judge wrote.

On appeal, Kesha’s lawyers argued that 
banning such “critical evidence” from trial 
would essentially amount to a miscarriage 
of justice.

“If … Kesha is forced to defend herself 
while pretending these notes don’t exist, 
she will be enormously prejudiced,” they 
wrote. “Nor would the public interest in the 
truth-seeking process be served by such a 
charade.”

Firing back, Dr. Luke’s lawyers said the 
notes had been properly barred – and that 

Kesha’s lawyers had “grossly mischaracter-
ized” their importance to the case.

“Far from being ‘critical’ evidence, the 
… notes are extraordinarily unreliable, 
containing multiple levels of hearsay,” Dr. 
Luke’s lawyers wrote. “They contain no 
accusation of rape, despite that accusation 
being the central component of [Kesha]’s 
defamatory campaign.”

In Thursday’s ruling, the appeals court 
sided with Dr. Luke and against Kesha. It 
ruled that the trial judge had “providently 
exercised its discretion” in refusing to admit 
the notes, since the “belated disclosure” of 
such evidence would have unfairly harmed 
Dr. Luke’s ability to argue his case.

Following the ruling, neither side’s at-
torneys immediately returned requests for 
comment from Billboard. 

Goldenvoice 
Launches 
New Inclusion 
Initiatives for 
Coachella
BY TAYLOR MIMS

A
fter a two-year absence, Coach-
ella is back with a renewed focus 
on making the top-tier festival an 
inclusive space. This year’s festi-

val will feature two new initiatives for queer 
and disabled BIPOC folk spearheaded by the 
Goldenvoice Black employee collective GV 
Black. In addition, the festival is expanding 
its “everyone” space launched in 2019 that 
provides solitude and shelter for those look-
ing for calm out in the Empire Polo Club in 
Southern California.

GV Black is a group of Goldenvoice 
employees organically founded in 2017 that 
now serves as a resource at the Southern 
California-based promoter to guide the 
venues, festivals and company forward in 
the mission to expand on racial justice work. 
Since its inception, GV Black has imple-
mented ways to incorporate more Black 
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vendors, employee formerly incarcerated 
people of color and develop career pipelines 
at HBCUs, trade schools and other BIPOC 
career-preparatory organizations.

The collective’s mission this April is to be-
gin addressing the lack of diversity and dis-
abled BIPOC representation, in addition to 
providing financial and career opportunities 
for participants. This March, Goldenvoice 
announced a series of initiatives to help 
elevate the festival experience and futures 
of LGBTQ+, disabled and BIPOC individuals 
under the GV Black umbrella with Queer+ 
and Accessible+, as well as amplifying Black 
creatives by bringing them into the festival’s 
merchandising ecosystem.

“With COVID and the pandemic, we 
haven’t been able to implement our initia-
tives at our festivals and at our venues,” says 
Goldenvoice vp of ticketing and GV Black 
member Rhea Roberts-Johnson. “The 
focus in 2022 is implementation. One of the 
initiatives we are really focused on is lifting 
Black designers.”

This year’s Coachella — happening from 
April 15-17 and 22-24 in Indio, California — 
will feature The Boutique powered by GV 
Black with six Black designers and brands 
from Southern California. Each designer has 
been commissioned to create an exclusive 
capsule collection or limited/exclusive se-
lection for Coachella that will be available in 
the boutique and have been commissioned 
to create this year’s merchandise. Design-
ers include South Central’s Brick & Wood, 
family-owned luxury brand BWNSTNE, 
Southern California brand Nicholas May-
field Over Everything, Downtown LA’s Skid 
Row Fashion Week, LA collective Supervsn, 
and Diana Boardley – the first Black woman 
collaborating with the major music festival.

Another first for the festival is Q+ — the 
LGBTQ+ initiative for BIPOC community 
— which includes an exclusive space on the 
festival grounds called HeadQ+arters cu-
rated by designer Juice Huskey, who, along 
with her sibling sent a letter to the festi-
val in 2019 via the American Civil Liberties 
Union about discrimination they faced en-
tering bathrooms due to their gender iden-
tity at the festival. In a statement to the Los 
Angeles Times, Coachella producers called 
the Huskeys’ experience “unacceptable” and 

said the festival is “taking deliberate steps to 
ensure that this does not happen to anyone 
else.” Goldenvoice employees have received 
training on issues – including affirming 
gender identity – on an ongoing basis to al-
leviate uncomfortable or hostile interactions 
like those the Huskey siblings faced.

HeadQ+arters will be a social space with-
in the festival grounds for queer BIPOC in-
dividuals. Folks will have the ability to step 
away from the broader festival to provide or 
view photo and testimonial opportunities, as 
well as take part in interactive, inspirational, 
and archival art projects.

Q+amp will also see its debut in 2022. The 
onsite empowerment camp selected 20 in-
dividuals out of more than 180 who applied 
to have camping and boarding accommoda-
tions, as well as VIP access across the festi-
val and direct opportunities to connect with 
queer and BIPOC leaders of the festival.

“The Q+amp program is this radical femi-
nist queer experiment of doing an inclusion 
but empowerment camp, providing some 
people an opportunity to use the festival in 
order to uplift their own creative endeav-
ors,” says Donavion “Navi” Huskey, who, 
along with their sibling Juice, were asked to 
partner with Goldenvioce on the Q+ space 
so no LGBTQ+ folks faced the same difficul-
ties with bathrooms or other issues that 
they did in 2018.

The first cohort of Q+ampers include BI-
POC folks with political aspirations, writers, 
musicians and those wanting to get involved 
in live events. According to Navi, those 
chosen “exuded queer joy” and have “hyper 
visibility” that inspires others to showcase 
their authentic selves while having a good 
time in the desert.

“I was looking for bad bitches,” says Juice. 
“I was looking for people I thought would 
be great ambassadors for the future of the 
BIPOC queer space. When you look at that 
person you’re like, ‘dang, I need to step my 
p*ssy up.’”

Inclusivity at this year’s festival also 
features Accessible+ or A+, an initiative cre-
ated in partnership with GV Black and the 
California non-profit Accessible Festivals, 
dedicated to making live music and recre-
ational events fully accessible for people 
of all abilities. The program is designed 

for BIPOC folks with disabilities who have 
never been to Coachella before and provid-
ing them with the complete VIP experience 
along with job seminars for employment 
in the music industry, artist engagement 
including exclusive conversations and more.

“It is specifically geared to make sure 
BIPOC folks with disabilities can leave the 
festival and have something tangible” and 
“see where you fit in the music industry, es-
pecially the live music and festival industry,” 
says Accessible+ program producer and dis-
abled DJ Sabeerah Najee. Najee, as a Black 
female DJ, has worked on issues around race 
and disability in the music industry includ-
ing teaming up with nonprofit Accessible 
Festivals. “The opportunities that I have 
been given, I want to be able to provide that 
for somebody else.”

Accessible+ includes job shadowing at 
the festival, collaboration on A+ program-
ming and provides opportunities for careers 
in live music. Spearheaded by Najee and 
Coachella’s ADA compliance director Aus-
tin Whitney of Accessible Festivals and will 
welcome 20 BIPOC individuals (130 people 
applied) who have mobility, auditory, visual, 
cognitive, neurological, dietary or develop-
mental disabilities.

“Over at Coachella, we actually have 
probably the largest ADA compliance op-
eration of any event in the United States,” 
says Whitney, who adds that the festival 
welcomes more than 1,000 guests with dis-
abilities over the two weekends.

Whitney says he attended his first Coach-
ella at the age of 19, shortly after getting into 
a car accident that put him in a wheelchair. 
At that moment, he says, the festival was 
something to look forward to, but adds that 
the goal for A+ is “to build a program where 
the effects aren’t limited to the weekend and 
would have long-term impacts.”

Whitney adds that Coachella is essential-
ly a “blank canvas” every year since it’s a 
giant field that holds only a few permanent 
structures, which allows Goldenvoice learn 
how to best improve the festival experience 
for disabled people every year. All three of 
the new initiatives this year will not only 
serve those who attend 2022, but provide 
valuable firsthand information from par-
ticipants on how to continue creating the 
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most inclusive festival.
Coachella brings 250,000 attendees plus 

staff out to the desert over two weekends 
and Whitney believes there is someone 
on site in industry fields who can provide 
career advice. The same program was 
run at Goldenvoice’s Las Vegas festival 
Day’N’Vegas for the first time last year, 
where employees broke down what they 
wish they had known when entering the live 
music industry and more.

An additional goal of these initia-
tives, according to GV Black member and 
Goldenvoice marketing manager Chrystal 
Anderson, is to hire more people from the 
BIPOC, queer and disabled communities at 
Goldenvoice.

“We need more BIPOC individuals with 
disabilities working in [live entertainment] 
and this is a pathway to that,” Whitney adds.

In 2019, Coachella also implemented its 
first “every one” space to support mental 
health and prevent harassment at the festi-
val and in 2022 the space will expand to pro-
vide a place to recharge, rest and find a quiet 
moment. The enclosed every one tent will 
be staffed with trained counselors for those 
seeking safety, shelter or someone to talk to 
and trained staff will be deployed through-
out the festival grounds to facilitate access 
to care services for anyone in distress.

After two years of the collective trauma 
of a global pandemic, Veline Mojar-
ro and Paula Helu-Brown, who run every 
one, know that people are headed to the 
festival to let go and have a good time.

“Some of us are going to be out there 
surrounded by people for the very first time 
and we expect a lot of things to come up for 
everyone,” says Helu-Brown. “Knowing that 
there’s a place where they can come and rest 
and seek that space of calm, that’s one of the 
reasons that we are out there this year.”

For many years, Coachella has been a top-
tier festival known for its surprise special 
guests and epic performances, and GV Black 
hopes to once again set the standard.

“We recognize that this work is ever evolv-
ing and it might look different in two years,” 
says Anderson. It is about staying “tapped 
into what the needs are, what we don’t see, 
what we’d like to see, what worked, what 
didn’t work – keeping our thumb on the 

pulse of how do we make this industry, this 
company, this festival more inclusive.” 

Latin Music Exec 
Raphy Pina Should 
Get Harsher 
Prison Sentence, 
Prosecutors Say
BY BILL DONAHUE

F
ederal prosecutors are demanding 
a tougher-than-usual prison sen-
tence for Raphy Pina on his illegal 
firearms conviction, citing his prior 

felony conviction and the “carnage” that can 
be caused by automatic weapons.

With sentencing looming next month in 
Puerto Rico over Pina’s December convic-
tion, both sides are in the process of asking 
the judge for what they think is an appro-
priate sentence. Pina, who manages Daddy 
Yankee, is also gearing up to appeal the 
verdict, which could overturn the convic-
tion altogether.

Sentencing guidelines say Pina should 
face 33 to 41 months, but in a Tuesday court 
filing, prosecutors asked for a steeper range 
of 46 to 50 months. To justify the request, 
they pointed to the fact that Pina was previ-
ously convicted of another felony in 2016, 
and that he had been caught with a modified 
automatic Glock handgun that was “unique-
ly dangerous to the public.”

“Despite having a successful career, the 
resources be a productive law-abiding 
citizen, and assuring the court he would 
follow the law, Pina chose to illegally pos-
sess firearms, and a machine gun to boot,” 
the feds wrote, saying such guns had caused 
“carnage” in Puerto Rico.

Pina will file his own sentencing memoran-
dum in the weeks ahead, where he will likely 
argue for a far shorter sentence. A sentencing 
hearing is scheduled for May 16 in San Juan 
federal court. Pina’s attorney and a spokesper-
son declined to comment on the government’s 
request, citing the pending proceedings.

Pina was indicted in August 2020, ac-
cused of possessing two handguns and 
hundreds of rounds of ammunition despite 
the fact that he was barred from doing so 
because of his 2016 conviction (on federal 
fraud and money laundering charges). In 
December, he was convicted of one count 
of possession of an automatic weapon and 
another count of possession of firearms by a 
person convicted of a felony.

Though he hasn’t yet filed his appeal, 
attorneys for Pina hinted last month at how 
they might seek to overturn his conviction: 
“Trial of this case was rendered fundamen-
tally unfair by a number of grave errors, 
some of them of constitutional magnitude,” 
Pina’s attorneys wrote in the March filing.

More specifically, they said the judge 
unfairly allowed inadmissible evidence into 
the case, and also violated his rights under 
the Fifth and Sixth Amendments by refus-
ing to allow a defense witness that they say 
could have testified that Pina mostly lived in 
Miami when the alleged crimes took place.

But before such an appeal is filed, Pina 
will face sentencing at the May 16 hearing. 
In Thursday’s filing urging the harsher sen-
tence, prosecutors quoted from the tran-
script from his 2016 sentencing, in which he 
reportedly told a judge “there will not be a 
next time.”

“Pina, who was a convicted felon at 
the time he was indicted in this case, had 
received a below-guidelines sentence for 
his first federal conviction, and that clearly 
failed to deter further criminality,” the pros-
ecutors wrote. 
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Don Jazzy on 
the Future of 
Afrobeats and 
How Africa’s 
Music Business is 
Evolving
BY VINCENT DESMOND

T
his piece was created in partner-
ship with Afro Nation. Bill-
board and Afro Nation recently 
launched the first-ever official 

Billboard Afrobeats U.S. Songs Chart, 
tracking the most popular rising new music 
in the rapidly growing genre. The 50-posi-
tion Billboard U.S. Afrobeats Songs chart, 
which went live last month on Billboard.
com, ranks the most popular Afrobeat songs 
in the country based on a weighted formula 
incorporating official-only streams on both 
subscription and ad-supported tiers of 
leading audio and video music services, plus 
download sales from top music retailers.

Don Jazzy — the Nigerian producer and 
CEO of Mavin Records, one of the biggest 
labels in Africa — started his music career 
the way many others did: in church. Born 
Michael Collins Ajereh, he began by playing 
the drums for his local church in the mid 
90s and then eventually joined the choir as 
his repertoire grew to include other instru-
ments.

“Music has always been in my life,” Don 
Jazzy tells Billboard. “I always had a good 
ear for sound, always willing to learn. I 
became really good at my church. Good 
enough that the church’s chapter in the 
United Kingdom paid to bring me from 
Nigeria to England.”

Don Jazzy got even better in the UK, and 
quickly developed an ear for music. In no 
time, he went from playing for the church 
to becoming a teacher for their instrumen-
talists. Between compliments he got while 
working at the church and requests to make 
beats, Don Jazzy further embraced his talent 

and started working as a freelance producer.
His talent quickly began to make way 

for him. By the early 2000s, Don Jazzy 
was popular in the UK music scene, mak-
ing records for JJC and eventually getting 
signed to Kanye West’s Very G.O.O.D. Beats, 
West’s production wing of GOOD Music, as 
a producer. Along the way, he met Afro-
beats legend and future business partner 
D’Banj. By 2004, Don Jazzy was a veteran 
— he had knowledge, experience, connec-
tions across the music industry and, more 
importantly, an ear for music. He returned 
to Nigeria at what he calls “the very dawn of 
the music industry in Africa” to set up the 
now-defunct music label, Mo’Hits, which he 
co-founded with D’Banj.

“Armed with our knowledge and exposure 
to the quality of equipment used in the UK 
already, and inspired by our home and our 
people, we started Mo’Hits in 2004,” Don 
Jazzy says. “The rest, they say, is history.”

Fast forward to today, Don Jazzy is seem-
ingly omnipresent. He is a sensation on 
TikTok, where he has 1.5 million followers 
and dozens of viral videos, and with over 
6.5 million followers on Twitter, he is one 
of the most followed Nigerians on the app. 
He’s also still Nigeria’s most respected 
producer, a certified hitmaker and the CEO 
of the country’s biggest record label, Mavin 
Records. Don Jazzy is in many ways more 
relevant today almost 20 years into his 
career than ever.

When we attempt to get on a call for this 
interview, Don Jazzy is in the middle of the 
release of artist Rema’s debut studio album, 
Raves and Roses, which was released via 
Jonzing World, a subsidiary of Mavin. For 
Don Jazzy, whose artist roster includes acts 
like Rema, Ayra Starr, Johnny Drille and 
more, that is just a regular workday.

“I won’t say I have a single particular 
recipe for relevance. However, the first thing 
you must recognize as a player in any indus-
try is the fact that everything changes,” he 
shares. “This is a dynamic space. Everything 
is constantly evolving. As a person who 
wants to stay relevant, you must also learn 
to adapt and evolve. Your personality and 
role must be flexible and adaptable enough 
to thrive even as the scene shifts.”

Armed with decades of experience, the 

legendary producer still approaches every 
new project, every new evolution — even ev-
ery new artist he signs — with the mind of a 
beginner: eager to learn, willing to adapt. On 
the wall of his office in the Mavin Records 
head office, Don Jazzy has the Zen phrase 
‘Sho Shin‘ framed, which he says means 
“having a beginner’s mind.

“This is a philosophy I take seriously — 
the will to always learn, to never feel like 
you know everything and [are] beyond 
change,” he adds. “To stay relevant for a 
long time, you must cultivate a beginner’s 
mindset.”

Even as the music industry in Nigeria and 
across Africa evolves, thanks in part to the 
global explosion and interest in the Afro-
beats genre, the business of African music is 
still lacking certain industry infrastructures 
that would let it fully thrive, a topic Don 
Jazzy is particularly passionate about. “You 
have to consider the fact that our music 
industry here is still going through a lot 
of development,” Jazzy begins. “On docu-
mentation and data monitoring, we cannot 
currently be on the same wavelength with 
more developed countries. Our people don’t 
have the same access to the resources other 
continents have. There is also the issue of 
investment. Though the scene is seeing 
more investments now as the sounds gain 
more visibility outside of Africa, still, there 
is a higher risk involved when you invest in 
a business here, than say in more developed 
and structured countries and industries.”

All of this makes working and investing in 
the music industry that much more difficult, 
requiring executives like Don Jazzy to work 
three times harder to get things done and 
build a foundation for the music industry. 
For people like Don Jazzy, streaming and 
the rise of the Internet might be the best 
thing to have happened to the African music 
industry.

“The digital revolution has had the most 
impact on the [African music] business,” 
Jazzy shares excitedly. “See, when we 
started, streaming wasn’t even a big deal 
in Africa. Social media? How many people 
even had the Internet! Now, everything is 
digital. Everyone is on social media. Then, 
I can remember how ring back tunes was 
one major way of promoting music to phone 
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users. Then, radio and TV were the holy 
grail for visibility. Now just take a look at the 
scene. Afrobeats’ global expansion owes a 
lot to the digital revolution. The viral poten-
tial that social media has presented and the 
tour side of the business is aiding our bid to 
take over the world.”

Despite these changes, according to 
Don Jazzy, what it takes to be a hitmaker 
has remained the same. “Being a hitmaker 
requires talent, tons of hard work, constant 
learning, passion, a solid support system, 
strategy, and luck,” Don Jazzy says. “If you 
have a majority of these, chances are you 
can make music that becomes a hit. This is 
not fool-proof though but it definitely ups 
your chances.”

When it comes to identifying hitmakers, 
the rulebook is a little different: “You look 
out for talent and a willingness to work and 
learn. You also look at how commercially 
viable the person is. Do they have a unique 
selling point? What makes them different 
from the other guy, you know? You look 
at their story. Self-belief is also important. 
Most upcoming artists will build a com-
munity. No matter how small, how are you 
communicating with that community and 
how are they interacting with you?”

As Afrobeats becomes a fixture in the 
global music scene and evolves further, Don 
Jazzy’s experience as one of the pillars of 
the music industry — especially the busi-
ness part of it — and his knack for finding 
talent is becoming even more essential to 
the ecosystem, especially when it comes to 
predicting what the future of Afrobeats can 
look like. He is excited and optimistic about 
the future of African music, both as a fan 
and as an executive who has been working 
in it for almost 20 years.

“I talked about the coming of the digital 
age right?” Don Jazzy begins when I ask 
what he thinks the future of African music 
looks like. “Well, I think here in Africa, we 
are still just scratching the surface. The 
internet will be more accessible and streams 
will keep going up. Afrobeats will become 
a staple at the world’s biggest music stages. 
The foreign labels will keep rolling in and 
social media. From Instagram to TikTok, the 
next five years will come with new innova-
tion by these companies. The potential for 

virality will even increase. In the next five 
years, I expect that innovation will address 
a lot of the problems that the industry is 
battling with. Like you, I’m keeping my eyes 
peeled.”

Vincent Desmond is a Nigerian writer 
and researcher whose writing has appeared 
in American Vogue, British Vogue, Reuters, 
ELLE, British GQ, PAPER, VICE and many 
more. You can find him on Instagram and on 
Twitter @vincentdesmond_. 

Executive 
Turntable: UMG’s 
Bravado Taps 
General Manager; 
Alicia Keys Boards 
Soundwide
BY DARLENE ADEROJU

J
esper Poulsen was hired as general 
manager at Universal Music Group’s 
merchandise and brand management 
company, Bravado, out of Los Angeles. 

He will play a key role in continuing to de-
velop Bravado’s global merchandise strategy 
in the music and fashion industries as he 
oversees day-to-day operations of both Bra-
vado and Epic Rights. He can be currently 
reached at Jesper@epicrights.com (though 
he has a new email address coming at the 
end of April).

Alicia Keys was appointed as a member 
of the artist board at Soundwide, the newly 
announced parent company of Native In-
struments and iZotope, where she will con-
tribute to the brand’s mission to empower 
and inspire creators. The new board also 
includes: recording and mix engineer Ann 
Mincieli; producer and rapper EL-P of Run 
the Jewels; musician, producer and com-
poser Jacob Collier; composer Ludwig 
Göransson; producer and engineer Noah 
“40” Shebib; production duo Take A Day-
trip (David Biral and Denzel Baptiste); 
singer-songwriter Tayla Parx; and producer 

and engineer Young Guru.
James McKnight was hired as head 

of entertainment research and develop-
ment at Pophouse Entertainment out of 
London, where he will open a new office. 
McKnight will develop new and large-scale 
entertainment projects for global artist 
brands the company has invested in. He will 
also collaborate closely with Pophouse prin-
cipal and ABBA founder Björn Ulvaeus, 
who is actively engaged in the company’s 
creative development processes. He can be 
reached at james.mcknight@pophouse.se.

BMG is opening a new office in Mexico 
City mid-year to serve as the company’s 
Latin American hub. The company has 
begun recruiting for a general manager, plus 
synch and copyright staff for the new loca-
tion. The initial focus will be on developing 
services for BMG’s existing Anglo-American 
and Spanish-language clients, before build-
ing a local repertoire roster.

In De Goot Entertainment opened a 
Nashville office and also announced the pro-
motion of several staff members: Michael 
Iurato to president of A&R and artist devel-
opment, Adam Lebensfeld to president of 
promotion, Alison Shepard to president of 
marketing & strategy, Gwyther Bultman to 
senior vp of artist management, Chris 
Frank to vp of promotion, Katrina Tuman-
dao to digital marketing director and Mat-
thew Young to director of digital market-
ing/artist manager. Shepard can be reached 
at ashepard@indegoot.com and Iurato can 
be reached at miurato@indegoot.com.

Sean “Diddy” Combs joined hologram 
start-up company Proto Inc., formerly 
PORTL, as an advisor out of Los Angeles. 
Diddy also invested in the company. Proto 
Inc.’s technology, which allows a person to 
appear at a location in real-time when they 
can’t be there physically, is used across vari-
ous industries.

Kate Hendry was promoted to head of la-
bel operations and James Cattermole was 
promoted to head of label services at Abso-
lute Label Services. Hendry will help scale 
and drive the label operations department, 
overseeing all aspects of campaign manage-
ment, product management, physical plat-
form management, product marketing and 
stock control. Cattermole’s new role spans 
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both label management and digital areas of 
the business and involves interdepartmental 
coordination to ensure the best service of-
fering to Absolute clients.

Lisa Bergami was promoted to vp of 
creative synch at Kobalt out of New York, 
where she will manage the New York synch 
team and continue working closely with the 
Kobalt roster to facilitate and manage all ad-
vertising and brand-related licensing deals 
for the company’s diverse song catalog.

Capitol Records partnered with Univer-
sal Music Italy to rebrand Polydor as Capi-
tol Records Italy. The newly christened 
label will be led by Daniele Menci.

Alex Kennedy was hired as managing 
director for the U.K. at Believe. He will 
lead the three business lines that Believe 
operates in the region: Premium Solutions 
(including label and artist solutions and 
artist services) and Automated Solutions 
(TuneCore), with a focus on fine-tuning 
Believe’s M&A strategy in the U.K. He can 
be reached at alex.kennedy@believe.com.

Maria Lanao was hired at Live Nation as 
Latin talent buyer for the Northeast region 
of the U.S. She will book and promote Latin 
touring artists across states including New 
York, New Jersey, Pennsylvania, Washing-
ton, D.C., Maryland, Connecticut and Mas-
sachusetts while contributing her insight 
and expertise in Latin music and live events 
to expand Live Nation’s touring portfolio 
to more diverse artists. She can be reached 
at MariaLanao@livenation.com.

Chris Fabiani was promoted to national 
director of radio at Warner Music Nash-
ville, filling the vacancy left by Anna Cage, 
who was elevated to vp of radio earlier this 
year. Ray Mariner, who currently covers 
the West for WMN, will transition into Fabi-
ani’s former role as regional manager for the 
South on team WEA.

Erin D.D. Burr was promoted to vp of 
communications at Big Machine Label 
Group, where she will seek media place-
ments and contribute to opportunities for 
artists including Tyler Rich, Eli Young Band, 
The Cadillac Three and Riley Green, while 
introducing newcomers like Laci Kaye 
Booth and Heath Sanders.

Ty Salazar was promoted to vp of creative 
synch, film and television at Position 

Music, where he works closely with Emily 
Weber, vp and head of synch and specializes 
in film and TV synchronization efforts. Sala-
zar’s promotion marks another high-profile 
organizational move for the growing Posi-
tion Music executive team, which recently 
hired Delmar Powell as vp of A&R and J 
Scavo as its general manager of recorded 
music and vp of marketing. The company 
previously welcomed Frank Handy as vp 
and head of administration; and Michael 
Frick as vp of brand partnerships and cre-
ative synch. Salazar can be reached at ty@
positionmusic.com.

Warner Music Nashville hired Jen 
Danielson as senior director of streaming 
and Jamie Graves as director of stream-
ing. Danielson will work with Pandora and 
Amazon Music, while Graves will work with 
Spotify and Apple Music.

Music executive Christine Osazuwa was 
hired as U.K. director at shesaid.so, a global 
community of women, gender minori-
ties and allies. She will be responsible for 
overseeing development and operations of 
the organization’s chapters and initiatives 
in London, Brighton and Northern England 
while also starting new relationships and 
continuing existing partnerships with art-
ists, trade bodies, DSPs, label groups “and 
everyone working to make the UK music 
industry a safer and more equitable place,” 
according to a press release. She can be 
reached at christine@shesaid.so.

Mark Lourie was hired as an agent 
at Madison House, Inc. out of Boulder, Col-
orado, where he brings clients Caitlin Canty, 
Darlingside, Enter The Haggis, March-
Fourth, Mick Flannery, Oshima Brothers, 
Perpetual Groove, Talisk, We Banjo 3 and 
Zoe Keating. He can be reached at mark@
madison-house.com.

Essential Broadcast Media, LLC 
(EBM) announced several promotions with-
in the Nashville firm: Joseph Conner to 
senior director, Janet Buck to public rela-
tions director, Ashley Gaskin to publicist 
and Rachel Heatherly to publicist. Conner 
can be reached at joseph@ebmediapr.com.

Ryan Williams-Reid was hired as client 
relationship manager at Voly out of Man-
chester, England, where he will be respon-
sible for overseeing all of the company’s 

music clients’ needs, maintaining relation-
ships and onboarding clients onto the Voly 
platform. He will also have a remit to source 
new business and play a key role in the com-
pany’s ambitious growth strategy. He can be 
reached at Ryan@volymusic.com.

Samantha Thornton was promoted to 
director of marketing and digital partner-
ships at G Major Management. In the new 
role, she will take on added responsibility as 
she handles marketing and digital relation-
ships with partners including Amazon, 
Apple, Pandora, Spotify and YouTube for all 
G Major clients, including Thomas Rhett. 
She can be reached at samantha@gmajor-
mgmt.com. 

Lauryn Hill 
Champions 
California Bill 
to Limit Record 
Labels’ Power: 
‘Greed Often 
Perverts’
BY CHRIS EGGERTSEN

L
auryn Hill has come out in sup-
port of a California bill that would 
prevent record labels from suing 
artists who leave their record con-

tracts prematurely.
On Thursday (April 14), the eight-time 

Grammy-winning singer/rapper made a 
public plea to members of the California 
State Assembly’s Committee on Arts, En-
tertainment, Sports, Tourism and Internet 
Media to support the FAIR Act, also known 
as Assembly Bill 2926. Introduced by As-
semblymember Ash Kalra (D-San Jose) 
in February, the bill would repeal a 1987 
amendment to California’s “Seven-Year 
Statue” (a.k.a. California Labor Code Section 
2855) that allows record labels to sue artists 
for damages if they leave after seven years 
but before delivering the required number 
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of albums in their contract.
“No institution should be allowed the op-

portunity to control the market by control-
ling the output of a creative being for some 
ridiculous, indefinite period of time,” Hill 
wrote on Instagram, tagging Arts Com-
mittee members Assms. Tasha Boerner 
Horvath, Suzette Valladares, Richard 
Bloom, Steven S. Choi, Mike Fong, Adrin 
Nazarian and Laura Friedman. “This is not 
only unjust, it’s dangerous, and at its core a 
violation of the principles of free expression. 
Artists’ expressions ARE their voices, and 
an extension of their free speech and should 
not be contained, caught-up or controlled 
beyond a reasonable amount of time by an 
institution with the money and power to 
obstruct and deny someone’s output indefi-
nitely.”

The Instagram post comes ahead of an 
April 19 hearing and vote by the Arts Com-
mittee on the legislation, which cleared 
its first hurdle last month when it passed 
out of the Assembly’s Labor & Employment 
Committee in a 4-2 vote following testimony 
from Black Music Action Coalition co-
founder/co-chair and artist manager Wil-
lie “Prophet” Stiggers in favor and RIAA 
chairman and CEO Mitch Glazier in op-
position. If the FAIR Act passes in the Arts 
Committee, an Appropriations Committee 
hearing will follow. Were the bill to pass all 
three committees, it would go to the assem-
bly floor for a vote — and, if it passes there, 
move to the state Senate.

The original FAIR Act (AB 1385) was 
introduced in March 2021 by Assembly-
member Lorena Gonzalez (D-San Diego), 
but the bill was pulled when she left office 
to become head of the California Labor 
Federation (CLF). Assemblymember Kalra 
introduced AB 2926 on Feb. 18 with some 
additional stipulations, including a provision 
stating that if an artist “willfully renegoti-
ates” an existing contract with the label, a 
new seven-year period would start on the 
execution date of the renegotiated deal, but 
only if certain criteria is met. Additionally, 
AB 2926 added a stipulation allowing artists 
to terminate their original deal if the label 
fails to exercise its option for more releases 
within nine months after the commercial 
release of a music product option.

Hill’s advocacy on behalf of the FAIR Act 
isn’t surprising when you consider the art-
ist’s troubled history with her own label, Co-
lumbia Records, following the success of her 
multi-platinum solo effort, The Miseducation 
of Lauryn Hill. During an interview on Roll-
ing Stone‘s 500 Greatest Albums podcast in 
January 2021, Hill said that despite Mise-
ducation’s massive critical and commercial 
success, her label stifled any hopes for a 
proper follow-up.

“After The Miseducation, there were 
scores of tentacled obstructionists, politics, 
repressing agendas, unrealistic expectations, 
and saboteurs everywhere,” Hill said on the 
podcast. “People had included me in their 
own narratives of their successes as it per-
tained to my album, and if this contradicted 
my experience, I was considered an enemy.”

Hill seemed to allude to this difficult 
relationship in Thursday’s Instagram post, 
writing, “Artists can easily fall prey to the 
internal politics of business, someone inside 
simply not liking them, or bullying and in-
timidation and the attacks that come when 
someone resists that coercion.”

She continued, “Often people want to 
influence the influencers and will stop at 
nothing less than treachery to accomplish 
their goal. Greed often perverts the creative 
intentions of young dreamers who don’t 
realize they’re up against a system with a 
history of using and crushing people who 
don’t comply with their agenda.”

Hill’s last release was the 2002 live al-
bum MTV Unplugged No. 2.0, while reported 
sessions for a second solo studio album 
never bore fruit. In 2013, during a hearing 
on tax evasion charges, it was reported that 
Hill had signed a new $1 million contract 
with Columbia’s parent company Sony Mu-
sic, though no album has yet resulted from 
that deal. 

Tim Feerick, 
Dance Gavin 
Dance Bassist, 
Dies
BY RANIA ANIFTOS

T
im Feerick, longtime bassist for 
rock band Dance Gavin Dance, 
died on Wednesday (April 13). His 
cause of death was not revealed.

The band took to social media to an-
nounce the news, writing, “We are absolute-
ly devastated to shared the news that our 
friend and bass player, Tim Feerick, passed 
away last night. We ask that you respect our 
privacy and that of Tim’s family while we 
deal with this heartbreaking and untimely 
loss.”

The group added that they will be sharing 
updates on their upcoming tour schedule 
and performance at SwanFest “as soon as we 
have them.” Dance Gavin Dance was set to 
headline the festival in Sacramento, Calif., 
on Saturday (April 23). They’re also sched-
uled for the jam-packed When We Were 
Young festival in October.

The band was formed back in 2005, 
though Feerick joined the group in 2009. 
During his time in Dance Gavin Dance, 
the band has released six albums, includ-
ing 2011’s Downtown Battle Mountain II, 
2013’s Acceptance Speech, 2015’s Instant 
Gratification, 2016’s Mothership, 2018’s Arti-
ficial Selection and 2020’s Afterburner. 
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Billy Joel Settles 
Lawsuit That 
Claimed He 
Ripped Off Home 
Renovation Plans
BY BILL DONAHUE

B
illy Joel has reached a settlement 
to end a copyright lawsuit – not 
over a song, but over a home 
renovation blueprint.

In a filing Thursday, a Long Island con-
tractor agreed to end a lawsuit claiming that 
Joel and others ripped off copyrighted ar-
chitectural designs for a renovations project 
at his Oyster Bay mansion. The contractor 
claimed they were abruptly fired and the 
plans were illegally handed over to a new 
builder.

The notice, filed in Brooklyn federal 
court, did not included any specific terms 
of the settlement agreement. Attorneys 
for both sides did not immediately return 
requests for more details.

Joel was sued in 2020 by Berry Hill 
Development Corp. after the company was 
fired from a project to renovate his 12,000 
square-foot compound in Oyster Bay, which 
features three homes and 29 acres of beach 
front property. Berry Hill was terminated 
after it was told that engineering defects 
were discovered in its work, but it called the 
firing “wrongful and not truly for cause.”

According to the lawsuit, Berry Hill was 
never compensated for the $126,700 the 
company it had already spent on drawing 
up architectural plans for the site, and that 
those plans were then handed off to a new 
architect. The replacement, Neal Stufano 
and his firm, N.J. Caine Architecture PLLC, 
then submitted “nearly identical” plans for 
the house to local building regulators.

In addition to Joel and Stufano, the lawsuit 
also named Billy’s wife Alexis, as well as 
their business manager Todd Kamelhar and 
their F. Scott LLC, a corporate entity through 
which they own the Oyster Bay home.

When the case was first filed, a spokes-
man for Joel told the New York Post: “Billy 
and Alexis Joel will not stand by in the 
midst of such unjustifiable accusations that 
obscure the real issue which is the rightful 
termination of general contractor Berry Hill.

“Berry Hill was terminated from the 
project because of significant structural 
defects that affect the safety of the residence 
and Berry Hill’s attempt to now collect pay-
ment for deficient work is outrageous,” the 
spokesman added. 

Bankroll Freddie 
Arrested For 
Resisting Arrest, 
Gun & Drug 
Charges
BY GIL KAUFMAN

A
ccording to the Crittenden 
County Sheriff’s Office, Quality 
Control rapper Bankroll Freddie 
was arrested in Arkansas on 

Thursday (April 14). A spokesperson for the 
Sheriff’s office confirmed to Billboard on 
Friday (April 15) that Freddie Gladney 
(Bankroll’s birth name) was taken into cus-
tody on Thursday night on multiple charges, 
including resisting arrest/refusal to submit 
to arrest/active or passive refusal, “simul-
taneous possession of drugs and firearms,” 
as well as a felony count of possession of a 
schedule VI controlled substance with the 
purpose to deliver, speeding and an addi-
tional possession charge.

At press time the specifics of the drug and 
gun counts were unavailable.

While the Sheriff’s office spokesperson 
could not confirm that Gladney — who they 
said at press time was still being held in cus-
tody with no bond — was the rapper known 
as Bankroll Freddie, the photo and age (27) 
in the arrest record matched Gladney’s 
information; a spokesperson for Gladney 
had not returned Billboard‘s request for 
comment at press time.

Arkansas native Freddie joined the Qual-
ity Control team in 2019 after releasing his 
single “Drip Like This” and the Saved By 
the Bales mixtape, followed by 2020’s From 
Trap to Rap album, had features from Lil 
Baby, Lil Yachty, Moneybagg Yo and Young 
Dolph. After singing to Motown Records in 
2020, he dropped the 2021 single “Add It Up, 
followed by the Megan Thee Stallion collab 
“Pop It” from his 2021 album Big Bank.

The rapper dropped the single “Picking 
Sides” featuring Icewear Vezzo last week 
and teased that his From Trap to Rap 2 al-
bum will be released on April 22. 

Composer Brian 
Tyler to Be Named 
BMI Icon at 2022 
BMI Film, TV 
& Visual Media 
Awards
BY PAUL GREIN

C
omposer Brian Tyler will be 
named a BMI Icon at the 38th 
annual BMI Film, TV and Visual 
Media Awards on May 11 at the 

Beverly Wilshire Hotel in Beverly Hills, 
Calif. Tyler will be honored for his success 
as a composer, orchestral conductor and 
music producer. The event will take place 
just three days after Tyler turns 50.

Previous BMI Icon Award recipients 
include Alan Silvestri, Alexandre Des-
plat, James Newton Howard, John Wil-
liams and Terence Blanchard.

The private ceremony will be hosted by 
BMI president and CEO Mike O’Neill and 
BMI senior vice president, creative, Alex 
Flores.

“It is our honor to celebrate Brian Tyler’s 
musical accomplishments by presenting 
him with the BMI Icon Award,” said Flores. 
“As one of today’s most prolific composers, 
Brian has scored countless hits across film, 
TV and gaming, resonating with millions of 
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fans worldwide. His body of work, musical 
range and contributions to the world of en-
tertainment will continue to inspire emerg-
ing music creators for generations to come.

“We’re also introducing the BMI Impact 
Award at this year’s ceremony to honor 
the BMI female composers behind Women 
Warriors: The Voices of Change for shining 
a spotlight on some of the most compelling 
women from around the globe through their 
inspirational compositions.”

Tyler has scored more than 80 films 
including such box-office hits as Avengers: 
Age of Ultron, the Fast and Furious fran-
chise, Iron Man 3, Thor: The Dark World, 
Rambo, Charlie’s Angels, Scream and Crazy 
Rich Asians.

Under his electronic music alter-ego 
Madsonik, Tyler wrote and produced 
the Teenage Mutant Ninja Turtles theme 
song “Shell Shocked.”

His television credits include 1883, Yellow-
stone, Scorpion, Magnum PI, Hawaii Five-0, 
Last Call, Sleepy Hollow and Transformers: 
Prime.

In September, Tyler debuted his immer-
sive audio-visual project “Are We Dream-
ing” on the main stage at Lost Lands Music 
Festival in Thornville, Ohio.

Tyler has amassed 34 BMI Awards and 
has received two Primetime Emmy Award 
nominations, for Last Call on Showtime 
(2002) and Sleepy Hollow on Fox (2014), and 
one Daytime Emmy nod for Transformers: 
Prime (2011). For all his success, he has yet 
to receive Grammy or Oscar nominations.

Tyler is also a noted orchestral conductor 
and multi-instrumentalist and has conduct-
ed symphonic concerts around the globe.

In addition, BMI composers and lyricists 
Amy Andersson, Isolde Fair, Lolita Ritmanis, 
Miriam Cutler, Penka Kouneva and Starr 
Parodi will receive the BMI Impact Award, 
recognizing their work on the ground-
breaking Women Warriors: The Voices of 
Change project, celebrating female activ-
ists who have fought for human rights and 
equality over the years.

The project won a Grammy for best 
classical compendium at the 64th annual 
Grammy Awards on April 3. The award went 
to Andersson, the conductor and co-pro-
ducer of the album, and Ritmanis and Mark 

Mattson, also co-producers of the album.
Andersson wrote, directed and produced 

the live-to-picture symphony concert and 
documentary film, which has played on the 
international festival circuit.

During the BMI Film, TV and Visual 
Media Awards, composers of the previous 
year’s top-grossing films, top-rated prime-
time network television series and highest-
ranking cable and streamed media programs 
will also be recognized. 

Shooting at 
DaBaby’s North 
Carolina Mansion 
Leaves One 
Person Injured
BY CARL LAMARRE

O
n Wednesday night, a person 
was shot outside DaBaby’s home 
in Troutman, N.C. Troutman 
Police chief Josh Watson con-

firmed to Billboard that the victim was shot 
in the lower extremities and went to the 
hospital, where the injury sustained was not 
life-threatening.

According to reports, DaBaby was home 
during the shooting, but Watson didn’t re-
veal if the rapper was involved and declined 
to give names of potential people of interest.

WSCO-TV reported that the person shot 
wasn’t a guest of DaBaby’s or a resident of 
the area. Police also believe that the victim 
scaled a fence to get on the property and 
was shot on the football field near DaBaby’s 
property. On Thursday (April 14), police 
also seized a gun believed to be used in the 
shooting, according to WSCO-TV.

Currently, DaBaby (real name: Jonathan 
Kirk) is facing two civil lawsuits in Cali-
fornia for the assault of Brandon Curiel, 
the brother of his ex-girlfriend, R&B singer 
Danileigh. In February, Kirk and Bills were 
involved in a skirmish inside a bowling alley, 
where DaBaby and his entourage reportedly 
attacked the latter. While Curiel claimed 

that the incident caused him “severe injury 
and pain,” DaBaby has publicly debunked 
those claims and stated he was protecting 
himself as a means of self-defense.

Billboard reached out to DaBaby’s team 
for comment on Wednesday’s shooting. 

Soprano Anna 
Netrebko Hired 
By Monte Carlo 
Opera After Met 
Split Over Putin
BY ASSOCIATED PRESS

S
oprano Anna Netrebko has been 
hired by the Monte Carlo Opera to 
sing this month following the Met-
ropolitan Opera’s decision to drop 

her for failing to repudiate Russia President 
Vladimir Putin.

The Monte Carlo Opera said Thursday 
(April 14) that Netrebko will sing the title 
role in Puccini’s Manon Lescaut in per-
formances on April 22, 24, 27 and 30. The 
50-year-old Russian replaces an originally 
announced Maria Agresta. Tenor Yusif 
Eyvazov, Netrebko’s husband, is scheduled 
to sing Des Grieux.

Netrebko was to have sung five perfor-
mances in a revival of Puccini’s Turandot at 
the Met in New York from April 30 to May 
14. She was replaced by Ukrainian soprano 
Liudmyla Monastyrska for Turandot and 
by Italian soprano Eleonora Buratto for a 
revival of Verdi’s Don Carlo at the Met from 
Nov. 3-19.

Netrebko issued a statement in early 
March that she was “opposed to this sense-
less war of aggression and I am calling on 
Russia to end this war right now.” She did 
not directly mention Putin. Netrebko, who 
is from Krasnodar, received the People’s 
Artist of Russia honor from Putin in 2008. 
She was photographed in 2014 holding a 
Novorussian flag after giving a 1 million 
ruble donation (then $18,500) to the opera 
hose in Donetsk, a Ukrainian city controlled 
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by pro-Russia separatists.
She said in late March she met Putin 

“only a handful of times in my entire life, 
most notably on the occasion of receiving 
awards in recognition of my art or at the 
Olympics opening ceremony.”

“I am not a member of any political party 
nor am I allied with any leader of Russia,” 
Netrebko said in late March. “I acknowledge 
and regret that past actions or statements of 
mine could have been misinterpreted.” 

Shooting at North 
Carolina’s Blind 
Tiger Music Venue 
Leaves 2 Injured
BY ASSOCIATED PRESS

T
wo people have been injured in a 
late-night shooting reported at a 
popular Greensboro, N.C., music 
venue, according to police.

Officers responded to The Blind Tiger 
around 10:45 p.m. Wednesday after a report 
of shots being fired, according to a news re-
lease.

When officers arrived, they found a 
person suffering from minor injuries from 
a gunshot wound. A second person with a 
gunshot wound arrived separately at a hos-
pital. That person had injuries that were not 
life-threatening.

No further details were immediately re-
leased. An investigation is ongoing. 

Gabby Barrett Is 
Coming Home: 
Country Star 
Returning to 
‘American Idol’ as 
a Mentor
BY JUDE ZHU

G
abby Barrett, who got her start 
on American Idol back in 2018, 
is returning to the show as a 
mentor to this season’s top 14 

contestants, Billboard can exclusively reveal.
The country superstar finished in third 

place on the show’s first season on ABC 
back in 2018, and she’s slated to appear on 
next Sunday’s episode, airing April 24, as a 
mentor.

Barrett’s debut single “I Hope,” fea-
turing Charlie Puth, peaked at No. 3 on 
the Billboard Hot 100 in 2020 and spent 
27 weeks atop Billboard’s Hot Country 
Songs chart. Her follow-up single, “The 
Good Ones,” was a three-week Country 
Airplay No. 1 in 2021 — the first time in over 
a decade for a solo female artist to achieve 
that feat.

On March 2, at Billboard’s Women in 
Music Awards held at YouTube Theater in 
Inglewood, Calif., Barrett was honored with 
the Rising Star Award and performed “I 
Hope” alongside her husband Cade Foehner, 
whom she met as a fellow finalist on the 
16th season of Idol. At last year’s Billboard 
Music Awards, Barrett won top female 
country artist, as well as top collaboration 
and top country song, alongside Puth, for “I 
Hope.”

Barrett’s current single is “Pick Me Up,” 
which she performed Monday at the CMT 
Music Awards and is one of four new 
tracks from the deluxe edition of her debut 
album, 2020’s Goldmine. This summer, she’s 
supporting Jason Aldean on his Rock N’ 
Roll Cowboy Tour, as well as select dates 
on Brooks & Dunn’s first arena tour in 

more than a decade.
The 20th season of American Idol features 

judges Lionel Richie, Katy Perry and Luke 
Bryan, with Ryan Seacrest as host. On Sun-
day and Monday’s episodes this past week, 
the show went to Disney’s Aulani Resort 
in Hawaii, where the top 24 contestants 
performed for America’s vote for the first 
time. Bebe Rexha served as guest mentor 
and it was revealed that Kenedi Anderson 
had dropped out of the show for “personal 
reasons,” after her pre-taped performance 
of Christina Perri’s “Human” aired.

American Idol airs Sundays and Mondays 
at 8 p.m. ET on ABC.

Revisit Barrett’s original Idol audition 
below: 

JNR Choi & Sam 
Tompkins’ ‘Moon’ 
Lands in Top 10 on 
Hot R&B/Hip-Hop 
Songs Chart
BY TREVOR ANDERSON

T
he TikTok-to-charts pipeline 
yields another success story 
as JNR Choi and Sam Tompkins‘ 
“To the Moon!” breaks into the 

top 10 of Billboard‘s Hot R&B/Hip-Hop 
Songs chart. The collaboration rises from 
No. 12 to No. 10 on the list dated April 16 as 
the song reaches new highs in radio airplay.

“Moon” surfaced on TikTok beginning 
last August. The drill single’s origins are 
double-layered: It samples Sam Tompkins’ 
cover of Bruno Mars‘ 2010 release “Talking 
to the Moon” – a situation that temporarily 
led to its removal from streaming services, 
as JNR Choi detailed in his Billboard Chart-
breaker profile earlier this month.

JNR Choi and Tompkins each earn their 
first top 10 with their first entry on Hot R&B/
Hip-Hop Songs. Notably, Mars, credited as a 
songwriter on “Moon,” collects his 10th top 
10 on the chart in that role, and the first of 
the lot on which he’s not a credited artist.

IN BRIEF

https://www.billboard.com/t/news/
https://www.billboard.com/artist/gabby-barrett/
https://www.billboard.com/artist/gabby-barrett/
https://www.billboard.com/t/american-idol/
https://www.billboard.com/t/country/
https://www.billboard.com/artist/charlie-puth/
https://www.billboard.com/charts/hot-100/
https://www.billboard.com/charts/country-songs/
https://www.billboard.com/charts/country-songs/
https://www.billboard.com/charts/country-airplay/
https://www.billboard.com/charts/country-airplay/
https://www.billboard.com/music/awards/2022-cmt-awards-winners-list-1235057866/
https://www.billboard.com/music/awards/2022-cmt-awards-winners-list-1235057866/
https://www.billboard.com/music/country/brooks-and-dunn-2022-reboot-tour-dates-1235036976/
https://www.billboard.com/music/country/brooks-and-dunn-2022-reboot-tour-dates-1235036976/
https://www.billboard.com/artist/lionel-richie/
https://www.billboard.com/artist/katy-perry/
https://www.billboard.com/artist/luke-bryan/
https://www.billboard.com/artist/luke-bryan/
https://www.billboard.com/artist/bebe-rexha/
https://www.billboard.com/culture/tv-film/kenedi-anderson-drops-out-american-idol-personal-reasons-1235058226/
https://www.billboard.com/culture/tv-film/kenedi-anderson-drops-out-american-idol-personal-reasons-1235058226/
https://www.billboard.com/artist/christina-perri/
https://www.billboard.com/artist/jnr-choi/
https://www.billboard.com/charts/r-b-hip-hop-songs/
https://www.billboard.com/charts/r-b-hip-hop-songs/
https://www.billboard.com/artist/bruno-mars/
https://www.billboard.com/music/rb-hip-hop/jnr-choi-to-the-moon-tik-tok-april-2022-chartbreaker-interview-1235056072/
https://www.billboard.com/music/rb-hip-hop/jnr-choi-to-the-moon-tik-tok-april-2022-chartbreaker-interview-1235056072/


 Page 30 of 31

Despite its origins on TikTok (whose 
totals do not currently contribute to Bill-
board rankings), the latest chart placements 
for “Moon” owe much to its acceptance at 
radio, which aligns with JNR Choi’s signing 
to Epic Records in March. “Moon” surges 
11-6 on the R&B/Hip-Hop Airplay chart, up 
47% to 12.7 million in audience in the week 
ending April 10, according to Luminate, 
formerly MRC Data. The gain (of 4.1 mil-
lion) easily secures the song Greatest Gainer 
honors for the biggest increase among the 
radio survey’s 50 titles.

On Rap Airplay, “Moon!” pushes 5-2 
with a 44% audience increase and likewise 
nabs Greatest Gainer kudos. Rhythmic Air-
play shows a similar pattern, with “Moon!” 
cracking the top 10 for the first time (12-8) 
with a 28% gain in weekly plays at the radio 
format in the week ending April 10. Plus, 
the collaboration makes its debut on Pop 
Airplay at No. 39. The influx of airplay 
from multiple radio formats also prompts 
the song’s arrival on the all-genre Radio 
Songs chart, also at No. 39 (18.4 million, up 
40%).

The song’s chart moves aren’t all from ra-
dio, however. “Moon” also made its entrance 
on streaming charts a week earlier, at No. 15 
on Rap Streaming Songs, No. 20 on R&B/
Hip-Hop Streaming Songs and No. 48 on 
the all-genre Streaming Songs list.

Elsewhere, “Moon” ranks at its No. 8 best 
on Hot Rap Songs for a second straight 
week. On the all-genre Billboard Hot 100, 
the song ascends to the chart’s top half with 
a 54-50 jump. 

Anitta’s ‘Envolver’ 
Takes No. 1 on Top 
Triller U.S. Chart
BY KEVIN RUTHERFORD

A
nitta‘s “Envolver” vaults to No. 
1 on Billboard‘s Top Triller 
U.S. chart dated April 16 and lifts 
into the top 10 of the Top Triller 

Global list.
The Top Triller U.S. and Top Triller 

Global charts highlight the biggest songs 
on Triller based on a formula blending the 
amount of views of videos containing a 
respective song, the level of engagement 
with those videos and the raw total of videos 
uploaded featuring each song, according to 
Triller. Data for the charts is represented on 
a Friday-Thursday tracking week, with the 
latest period running April 1-7.

As “Envolver” jumps from No. 5 to the 
summit, Anitta claims her first No. 1 on 
Top Triller U.S., which began in 2020. She 
reached a prior No. 3 best with “Desce Pro 
Play (Pa Pa Pa),” with MC Zaac and Tyga, in 
September 2020.

The week’s top upload on Triller for 
“Envolver” came from fellow high-profile 
Brazilian Neymar; the soccer star’s upload 
has drawn 385,000 global views to date, ac-
cording to Triller.

“Envolver” concurrently reaches a new 
No. 70 high on the Billboard Hot 100, ac-
cumulating 5.9 million official U.S. streams 
on DSPs including Apple Music, Spotify and 
YouTube, and 800 downloads sold, accord-
ing to Luminate, formerly MRC Data. The 
song also crowned the Global 200 Excl. 
U.S. chart dated April 9; it drops to No. 4 on 
the April 16 list.

Anitta’s new album, Versions of Me, was 
released April 12. 

Machine Gun 
Kelly to Star in 
Stoner Comedy 
With Fiancee 
Megan Fox, Pete 
Davidson & More
BY HANNAH DAILEY

M
ove over, Seth Rogen. A new 
king of stoner films is coming 
to town.

As announced Thursday 
(April 14), Machine Gun Kelly will star 
in the upcoming Open Road Films proj-

ect Good Mourning, a comedy he wrote 
and directed with fellow rap/punk genre-
bender Mod Sun. The “Emo Girl” musi-
cian’s fiancée Megan Fox and best friend 
Pete Davidson are also included in the cast, 
which is rounded out by Becky G, Dove 
Cameron, Whitney Cummings, GaTa, Zach 
Villa, Jenna Boyd and Boo Johnson.

Born Colson Baker, MGK will apparently 
play the leading role of London Ransom, a 
movie star going through a tough personal 
crisis. “When he wakes up to an implied 
breakup text from the love of his life, his 
world is turned upside down,” a press re-
lease says.

A poster for the film has also been 
unveiled and shows the A-list cast of sup-
porting actors photoshopped on top of 
MGK’s head, marijuana smoke drifting out 
of the Mainstream Sellout artist’s mouth. 
“When life hits a new low, reach for a new 
high,” the poster reads.

Good Mourning is set for a May 20 
release in theaters and on demand, though 
no streaming platform was specified in the 
release.

“We are looking forward to bringing this 
wild comedy to audiences in theaters and at 
home on demand. The film is a reminder of 
how fun movies can be to make and watch,” 
Open Road Films CEO Tom Ortenberg said 
in a statement. “Colson and this incredible 
cast will bring audiences to their knees in 
laughter and leave their jaws on the floor.”

On Twitter, Kelly promised that a trailer 
for the film will arrive (of course) on 4/20.

See the poster for Good Mourning starring 
Machine Gun Kelly below: 
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Mark Ronson 
Announces New 
Book About His 
Early DJ Days ’93 
‘Til Infinity’
BY ASSOCIATED PRESS

B
efore he was working with Bru-
no Mars, Lady Gaga, Amy 
Winehouse and many oth-
ers, Mark Ronson was a teen DJ 

in 1990s downtown New York, a place and 
time he will look back on in an upcoming 
book.

The Oscar- and Grammy-winning 
producer and songwriter has a deal with 
Grand Central Publishing for 93 ’Til Infinity, 
scheduled for 2023. Ronson says he will 
write a combination memoir-DJ study-New 
York celebration, centering the narrative on 
favorite venues and events.

“Before smartphones hit the dancefloor 
and bottle service & VIP banquettes shrunk 
the club, in the ’90s people stayed all night 
in the same place to dance, hustle, politic, 
and party like no one was watching — as-
cending hip-hop moguls, artists, hustlers, 
models, posers, dancers and hard-working 
9 to 5’ers all rubbing shoulders with each 
other,” Ronson said in a statement Thursday 
(April 14).

“At that moment, New York was still the 
center of the music game and in the land 
of Biggie, Wu-Tang and Tribe, we celebrat-
ed them every night. More importantly, this 
era also happened to be the most exciting 
time in my life.”

The book borrows its title from Souls 
of Mischief’s 1993 debut album and its 
lead-single title track, which cracked the 
Billboard Hot 100 at No. 72. 
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